Net Paid Circulation This Issue 20,634 


October 2, 
Every Other Thursday 





LONGER LIFE 


(than the average of the next six 
best-known brands) 


67,000,000 PEOPLE (estimated reader audience) 

WILL READ THE STORY OF RAY-O-VAC LEAK 

PROOF SUPERIORITY IN LIFE AND THE SATURDAY é 
GUARANTEED EVENING POST DURING THE NEXT TWO MONTHS! Oras 


LEAK PROOF 


Cian PROOF 


RAY-O-VAC COMPANY 4 
MADISON, WISCONSIN 
Chicago, Columbus, New York City, Dallas, 


San Francisco, Kansas City, Memphis, Atlanta 
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Colorful, attention-getting merchandise 
displays for table, counter, or wall, sets your entire 
Wooster Brush stock out in front right at the point-of 
sale. These silent salesmen are always on the job-- 
constantly suggesting the need for brushes. Your 


jobber’s salesman will gladly explain the Wooster 
Point-of-Sale Merchandising Plan. 


Ss] 


WOOSTER BRUSH CO. © WOOSTER, OHIO 
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MOVE MORE 
CABINET LOCKS 


| YWALE’S F-46 
‘ MERCHANDISER 


IT’S 
POPULAR! 





THEN WATCH YALE’S BIG 3 SALES MOVERS 
GO TO WORK FOR YOU 


The locks you se// are the ones your customers see. Use J, Yale’s reputation as the No. 1 name in locks—the 

this new, eye-catching display board in blue, silver and * name that helps make the sale. 

YALE. on i P esac a The name Salesworthy products and prompt service facilities 
a a * offered by the world’s largest manufacturer of 


DISPLAY BOARD FREE locks and builders’ hardware. 


ASK YOUR JOBBER ABOUT F-46 


Note the numbers and prices of the fast-selling, popu- 
lar cabinet locks shown on the Board! Think how 
easily the whole display will fic in with your present 
store arrangement! Get in touch with your jobber & 
right away. You pay only for the locks! . 


3 A sales promotion program, including the in- 
* dustry’s most extensive national advertising. 
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THE NAME YALE HELPS MAKE THE SALE 


THE YALE & TOWNE Stinecne conn.tu. s. 0 
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In this National Emergency, food products from the farm are just as vital to defense 
as the production of tanks and planes. So vital that Secretary of Agriculture Wickard 
announces a 1942 Farm Program calling for the largest production of food and food 
products in our history. 

Milk, beef, hogs, chickens, eggs, fruit, vegetables, hay and grain—all will be re- 


quired in larger quantities than ever to feed our own people and those of other 
nations whose normal supply has been cut off. 


You contribute directly to the Defense Program when you furnish your farm cus- 
tomers with Myers labor saving Farm Operating Equipment—Pumps, Water Systems, 
Sprayers and Hay and Grain Unloading Tools—all necessary to increased production 
and conservation of manpower. 


If you would both serve National Defense and build for the future, write Myers now. 
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»» THE F. E. MYERS & BRO. CO. 


ASHLAND, OHIO 
Manufacturers of Farm Operating Equipment 


PUMPS- WATER SYSTEMS-SPRAYERS - HAY UNLOADING TOOLS -DOOR HANGERS 
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A lwo-yeite old 
can Métal hia bunge pine! 


Here’s why the new-type Stanley non-rising pin is easier 
to seat: It’s grooved — just below the head — to hold a split 
ring. When pin is pushed down, the split ring auto- 
matically swaps into a top knuckle pocket. No twisting, 
turning — no pliers. Split ring pressure on the inside of 
the knuckle above the pocket prevents the pin from 
rising under action of the door. It’s down for keeps, 
yet easily removable! 


[STANLEY] 


TRADE MARK 


HARDWARE FOR CAREFREE DOORS 
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New-type non-Rising Pin 


in STANLEY BUTTS 


I> 


pin SNAPS /, 
NTO PLACE Hed 


You’d Rather Sell 27 Pairs Than 18! 


Don’t be satisfied with the “average” sale of 18 pairs 
of butts per house. THREE BUTTS TO A DOOR 
mean a 27-pair sale .. . a 50% increase in butt prof- 
its! Doors that hang straight without warping; latches 
and locks that click shut; a simple improvement that 
costs less than one call-back to repair a warped door 
—that’s what you're selling when you sell THREE 
BUTTS TO A DOOR. Order Stanley Butts — with 
exclusive, new-type non-rising pin—from your 
jobber. The Stanley Works, New Britain, Connecticut. 
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Cheney Nailers—the only nail- 
holding claw hammers made— 


are available in many styles, 
weights and finishes. Cheney 
Nailers are building good, sound, 
profitable hammer business in 
more stores—everywhere. 





Build up your hammer business 
with Cheney nail-holding ham- 
mers. Order a few dozen today 
and be sure and ask for the 
Cheney Sales Maker to help 
you build a bigger, better ham- 
mer business. 





HENRY CHENEY HAMMER CORP. 
LITTLE FALLS - NEW YORK The Cheney Sales Maker — the live dis- 


play that sells and sells more hammers 
CHENEY NAILER ‘hotos tHe nan 
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IT’S A Delton WAY TO SELL BOLTS, NUTS 2x2 SCREWS 





Carriage bolts of heat treated steel are accurately 
made, have smooth, round heads and true, square 
shanks. Available in either rolled or cut threads 
Stocked in a full list of sizes up to %4-inch diameter, 
14-inch length. Larger sizes made to specifications. 





The new Lamson Lock Nut keeps assemblies tight 
which are subject to severe vibration or shock. 
Locking crown grips bolt thread like a vise. One- 
piece design. Can be used repeatedly. 


® Most people who come in to buy bolts, nuts and screws 
just ask for them casually and never could be made to 
“insist” upon a brand. For this reason, to protect them 
and yourself against “come backs’, you should stock 
and sell a well-established manufacturer's brand upon 
whose good name you can rely, and whose reputation is 
solidly back of your own. And in the trade, there is no 
better name than “LAMSON” on the labels of the bolts you 
sell. For 75 years this name has been a good one for a 
dealer to tie up to through his jobber. LAMSON & SESSIONS 





Machine belts with either square or hexagon heads 
are made of heat treated steel, and have true, 
straight shanks and very accurate threads. Made 
up to 2-inch diameter, any length, but stocked only 
up to 1%4-inch diameter, 12-inch lengths. 


$26.30 Net, 


to Dealer 
(slightly more 
west of Denver) 
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has gone a step farther now, and in the LAMSON Speed- 
merchant, offers the dealer a new way of making a quicker 
turn-over. An open counter display steel cabinet stocking 
five of the most popular types of bolts, nuts and screws, 
the Speedmerchant increases sales for every dealer who 
uses it. More than 7000 are already in use. Get one from 
your jobber. Keep those “5-and-10” sales for yourself! 


THE LAMSON & SESSIONS COMPANY, Cleveland, Ohio 


Plants at Cleveland and Kent, Ohio; Chicago and Birmingham 





LAMSON & SESSIONS _— 
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UNIVERSAL 

Clean- Air CLEANERS 

going great guns es allay f/f 
with a big 


on two price trontstS 
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This Fall, Universal is featuring two new models with the 
usual long discounts and a special $10 trade-in offer for the 
customer's old cleaner. 


Backed by Big National Promotion 


Universal is continuing its newspaper advertising in over 
100 trading areas, and this year has added Outdoor, and Tele- 
phone Directory Advertising. Advertisements will stress: 


UNIVERSAL CLEAN-AIR 
CLEANER NO. E65D 


Talk about features—here is the cleaner to 
talk about. Its 13 attachments, Thread- 
Picking, Non-Dragging Nozzle (exclusive 
with cleaners made by Universal), Germ 
Trap Filter and “Tattle-Tale” Light are a 
few of the many fomous Universal features 
for bigger profits. 








Self-Cleaning Nozzle a 
SNe. 9 
No. 2 Straight Wand Spreyer 
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No.1 Straight Wend 






























| For a limited time only, your cust ’s old cl 
e has a big $10 trade-in value. 


2 Universal craftsmanship makes possible better cleaners 
* at unexpectedly low prices even in times like these. 





UNIVERSAL CLEAN-AIR CLEANER NO. E50D 


THE ECONOMY MODEL 
an 9B AS i crc yee cane nih dom 


py many exclusive features including 
aaa % 95 the Patented Thread-Picking, Self-Clean- 
CUSTOMER ing Nozzle which prevents dragging or 
PAYS sealing when SR small rugs. 


TATTLE TALE rr 


13 Attachments 






COMPLETE WITH 


LESS ALLOWANCE FOR OLD CLEANER s] (00 


CUSTOMER PAYS QF 
Profit with Universal Clean-Air Cleaners 
on both price fronts. Write or wire your § ee 

















Universal Cleaner Distributor or the 


factory for full details. 
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ESSENTIAL PRODUCTS... AMERICAN CABLE Wire Rope, TRU-STOP Emergency Brakes, TRU-LAY Control Cables, AMERICAN Chain, 

WEED Tire Chains, ACCO Malleable Iron Castings, CAMPBELL Cutting Machines, FORD Hoists and Trolleys, HAZARD Wire Rope, 
’ Yacht Rigging, Aircraft Control Cables, MANLEY Auto Service Equipment, OWEN Springs, PAGE Fence, Shaped Wire, Welding Wire, 
) READING-PRATT & CADY Valves, READING Electric Steel Castings, WRIGHT Hoists, Cranes, Presses... In Business for Your Safety 
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World War I:— 
During the first world conflict 
of 1914 to 1918, prewar defense 
requirements, the preparation lead- 
ing to American participation in 
hostilities and the actual war-time 
materials control on many lines 
were handled in large degree by 
executives of independent whole- 
sale hardware organizations and 
by the executives of independent 
wholesale firms in other fields. 
Under the direction of the late 
Col. Wm. A. Graham, then presi- 
dent of John H. Graham & Co.. 
New York City, a large group was 
recruited from the ranks of the 
independent hardware distributors 
to handle purchases of material 
and the various ramifications atten- 
dant to such a gigantic task. Lead- 
ing hardware manufacturers loan- 
ed their key men to the government 
and many of them operated under 
the orders of Col. Graham. Many 
of the hardware men who served 
their country in those strenuous 
times are still alive and continue 
to enjoy prominence at the in- 


dustry’s conventions. That was 


about 25 years ago, when manu- 
facturers enjoyed distribution pri- 
marily through _ independent 
wholesale-retail channels. 


World War IT: — 


As we go to press the United 
States is not, officially, participat- 
ing in the current World War on 
a “shooting basis,” but it may 
be approaching such a status at a 
rapid rate. Who is the present-day 
key man who is acting in a ca- 
pacity similar to that occupied by 
the late Col. Graham? He is 
Donald M. Nelson, competent 
vice-president of Sears, Roebuck 
& Co. Who are his immediate 
associates? They are Lessing 
Rosenwald, Mr. Nelson’s former 
boss at Sears, a former A. & P. 
stores executive, and others whose 
background is in the chain store 
and mail order field. Among the 
manufacturers serving today, off- 
cially and semi-officially, are exec- 
utives of companies who continue 
to enjoy independent wholesale- 


retail distribution—but in cold 
candor it must be recognized that 
they also enjoy substantial mail 
order and chain store distribution. 
They are no longer identified sole- 
ly with independent wholesale- 
retail distribution, channels for the 
sale of their products. This com- 
parison is not made in criticism 
but should be regarded strictly as 
an appraisal of a marked change 
in our affairs. 


Mr. Nelson:— 


Strangely enough, many inde- 
pendent wholesale-retail distribu- 
tors of hardware and allied prod- 
ucts consider the rise of Donald 
Nelson in the National Defense 
Program as the best news received 
to date. Personally, I share this 
view. believing that his current 
prominence is a definite bright 
light in the picture. Almost alone. 
among the key men in the actual 
defense commission (that is what 
it is. no matter what alphabetical 
identity may be attached to it) 
Mr. Nelson knows what it is and 
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what it takes to meet a payroll. 
He understands private business, 
its problems and its requirements. 
It is rumored, and from good 
sources, that he is earnestly en- 
deavoring to apply the Sears, Roe- 
buck system to the government’s 
purchasing program. This would 
include controlled inventory, con- 
trolled shipments, etc. Such a 
plan would consider when mate- 
rial is to be used and it would 
be ordered and shipped according- 
ly. It would curtail hoarding and 
would release for non-defense 
needs some part of the vital ma- 
terials, especially metals, sorely 
needed for hardware production. 
As the story comes to me, Donald 
Nelson is trying to apply some 
common sense to government de- 
fense purchasing. He would pro- 
vide a system of “allocation” in- 
stead of the present complicated 
and inefficient “priorities set-up.” 
In marked contrast to the Nelson 
plan, as we understand it, we are 
conscious, today, of many defense 
orders covering huge quantities 
of materials for the building of 
ships, airplanes and tanks that 
will not actually be used for 
months and perhaps even for 
years. The Nelson program of 
controlled purchases will not block 
defense progress, but will con- 
sider, as does all successful private 
business, just “when, where and 
how much will be needed—but 
also how much can be spared for 
the more essential of the non- 
defense needs. Under such a pro- 
gram the hardware distributing 
fraternity will find great relief as 
hardware stocks are primarily 
made up of essential merchandise, 
much of which is currently threat- 
ened with shortages that might 
prove totally unnecessary if some 
orderly, organized defense pur- 
chasing program were established. 


Mass 


Distribution :— 
Fundamentally, the plan attrib- 
ated to Mr. Nelson would apply 
“mass distribution” strategy to 
defense purchases. His own back- 


ground, and that of many of his 
associates, makes both him and 
them “mass distribution minded.” 
This causes me to wonder what 
the future holds for distribution 
practices and what radical changes 
in method and attitude would be 
required of present-day hardware 
dealers in the post-war period. 
Too many hardware dealers have 
been attempting to meet current 
mass distribution competition by 
sponsoring restraining legislation 
through convention resolutions. It 
is quite within reason to believe 
that in the post-war period “mass 
distribution” methods may seri- 
ously affect independent retailing 
and may require a radically dif- 
ferent attitude toward serving the 
consuming public—in all retail 
fields. It seems almost certain that 
all social and economic philoso- 
phies will be greatly altered by 
our war experiences and _ that, 
broadly speaking, we may find it 
difficult to resume the “status 
quo.” These are major consider- 
ations, worthy of the best atten- 
tion of all wholesalers and retail- 
ers in the hardware field. It is 
quite likely that whatever transi- 
tion period causes these changes, 
they may come in such a manner 
that they will be upon us before 
their presence is generally real- 
ized. This much is certain—our 
American way of living will be 
subjected to some radical revisions 
when the present war is over. 
This need not be cortsidered a 
pessimistic outlook, but rather an 
honest appraisal that the near-at- 
hand future will probably hold 
some startling changes. We must 
prepare for them if we are to fit 
into any new pattern that be- 
comes the order of the day. Just 
what this may specifically repre- 
sent for hardware distributors I 
do not know, but I cannot help 
but feel that there may be some 
drastic changes with which we 
must all cope. As always, to the 
best of its ability, the staff of 
HarpwareE AGE will endeavor to 
keep its readers promptly and 
completely informed. 


The Co-ops:— 


The attention of hardware men 
being currently directed at priori- 
ties and shortages, very little 
thought has been given to the 
continued growth of the Consumer 
Cooperative Movement in this 
country. A very recent authentic 
bulletin gives some startling data. 
From this I quote, in part, as fol- 
lows: “Consumer Cooperatives 
now do $600,000,000 worth of 
business annually. More than 2,- 
500,000 individuals, exclusive of 
those belonging to credit unions, 
are embers of the Consumer 
Cooperative Movement. There are 
10,000 cooperative banks (cred- 
it unions) with assets of $250,- 
000,000. More than $100,000,- 
000 worth of petroleum products 
flowed through cooperative chan- 
nels in 1940. In Ohio alone ap- 
proximately 200,000 families were 
supplied by cooperatives with 
$7,500,000 worth of goods and 
services. And the cooperative 
Farm Bureau Mutual Automotive 
Insurance Co. is the fifth largest 
automobile casualty company in 
the United States with offices in 
nine states and the District of Co- 
lumbia.” An important fact for 
hardware men to realize is that 
these co-ops are developing, to an 
ever-increasing variety and _ vol- 
ume their distribution of hardware 
store lines. The earliest activities 
of co-ops specialized on soft goods, 
foods, petroleum products, seed, 
etc., but that is no longer the situa- 
tion. About two years ago I had 
an opportunity to look through a 
borrowed copy of the wholesale 
hardware catalog of the mammoth 
Central Cooperative Wholesale 
unit of Superior, Wis., and I saw 
a wholesale hardware catalog 
which would compare more than 
favorably with the most complete 
catalog of the largest wholesale 
hardware firms in this country. 
In fact, had it not been labeled 
otherwise, I could easily have been 
persuaded that I was looking at a 
jobber’s catalog with everything 
from the traditional “axes to zinc” 
and practically in the traditional 
sequence. 
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SELL ILCO PROTECTION 


Against Sneak Thieves and Burglars / 


There are a lot of strange new faces in town these days... it’s 
a mighty good time to remind your customers about protection! 

Front doors, back doors, side doors, cellar and garage doors 
all need good night latches. Windows need new sash fasteners. 
All the new boarders want keys. Chain bolts will keep ped- 
dlars at a safe distance. Even the mortise bolt finds a place in 
home protection. 

Put in a “Home Defense’’ window! Go through your stocks 
and show everything that will increase home security — from 
good ILCO Night Latches to hooks and eyes... 

You’ll find yourself making some profitable sales for all-out 


Home Defense! 


> 


A WORD ABOUT NATIONAL DEFENSE 


We are prepared to fill your orders for locks required 
in National Defense. Please be sure to send us a prop- 
erly executed Preference Rating Certificate, or give 
us the Defense Order Contract Number. This will help 
us to fill your order promptly! 

Because National Defense has first call on many of 
the raw materials used in the manufacture of “Home 
Defense” hardware, there may be some delay in filling 
orders for non-defense needs. You can help us by 
ordering items that are available, or allowing substi- 
tution — and we will continue to do everything we 
can to help you ILCO Dealers. 
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ILCO Automatic Deadlatch No. 257 — When 


door is closed bolt is automatically projected an 
extra 4” and is deadlocked so that it cannot be 


forced back by end pressure. 


ILCO Cylinder Rim Night Latch No. 256— 
Reversible latch bolt; 5 pin-tumbler cylinder. 








ILCO Rim Night Latch No. 222— Streamlined 
design; reversible latch bolt; 5 pin-tumbler. 


All above are full size latches with standard 
backset; will replace any standard latch. 





INDEPENDENT Lock Co. 


FITCHBURG, MASSACHUSETTS 
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BRANCHES IN ALL PRINCIPAL CITIES 








Au housewives, re- 


gardless of financial status, are in- 


terested in convenience, economy 
and increased leisure hours. Be- 
cause of these and other appeals. 
the washing machine—electric or 
gasoline powered — has universal 
acceptance among the fair sex. 
From the standpoint of the hard- 
ware dealer the washing machine 
appeals because it is both a profit 
and volume maker. 

Indicative of increased volume 
possibilities is the fact that the 
average retail selling price of elec- 
tric washing machines advanced 
from $72.15 to $75.92, during the 
first half of 1941. This increase 
does not to any important extent 
indicate an increase in prices. Fur 
ther indication of increased inter- 
est in higher priced, better quality 
machines is the fact that it is esti- 
mated that more than 400,000) 
units shipped during the first half 
of this year were numbers retail- 
ing at $70.00 or more. During the 
same period of 1940 only 240,000 
units priced in this range were 
sold. Slightly more than 1,000,000 
electric washers were shipped dur- 
ing the first half of 1941, a gain of 
about 40 per cent over the same 
period in 1940. 
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ow to Merchandise 


Washing machines mean convenience, 


economy and leisure to the house- 


wife. To the hardware dealer they 


mean increased profits and volume 


Estimates of the National Elec. 
trical Manufacturers Association 
and the Edison Electric Institute 
indicate. that as of June 30, 194}, 
there were 26,400,513 wired res:- 
dential and farm subscribers te 
private utility and REA lines as 
compared with 25,537,000 on 
Dec. 31, 1940. E.E.1. estimates. 
based on subscribers as of Dec. 31, 
1941, show that 48 per cent of 
these homes were equipped with 
electric washing machines. In ad- 
dition to these homes with electric 
service, there are thousands of 
farm homes which provide a mar- 











“The offer ‘to do a week’s wash- 

ing’ in a prospect’s home has 

clinched many sales for a New 
England hardware dealer.” 


ket for gasoline-powered machines. 
Those homes in districts where 
power lines are planned for the 
future can often be sold gasoline- 
powered units for conversion when 
the power lines are extended. 


For the hardware dealer who 
wants to get a larger share of the 
washing machine business in his 
territory. HARDWARE AGE presents 
a number of tested selling ideas. 
(rm yourself with facts and figures 
and emphasize the thrift angle. It 
is estimated that the average user 
of a washing machine utilizes from 
24 to 30 kilowatt hours a year at 
an average of from 3 cents to 31. 
cents per kilowatt hour—or at a 
cost ranging from $1.05 per year 
up. This figure will vary accord- 
ing to local rates and the use to 
which a customer puts a machine. 


, + 
Here’s How To Sell ’Em! 
1—Offer to do a week’s washing. 

The offer to “do a week’s wash- 
ing” in a prospect’s home clinches 
many sales for a New England 
hardware dealer. Talking in terms 
of a “week's washing,” instead of 
calling it a demonstration, makes 
a particular hit. 


2—Keep a list of users. 

A list giving purchasers’ names 
and addresses and the make and 
tvpe of machine, whether a gaso- 
line or electric-powered unit. is 
kept by a western hardware con- 
cern. When a prospect is not too 
sure about a machine, knowles, 
that a neighbor uses such a unit is 
a big help. After checking with 
her neighbor-user a woman will 
often be ready to make the pur- 
chase. 
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By KENNETH A. HEALE 


Associate Editor 
of Hardware Age 





3—Have at least one saleslady. 

“Since we put two saleswomen 
in charge of our laundry equip- 
ment,” says an Indiana dealer. 
“our sales of washing machines 
have increased 50 per cent. Be- 
cause these two women own their 
own washing machines they are 
experienced operators. They are 
able to picture the advantages of 
the machines so vividly that 90 
per cent of their sales are made 
from the floor without a home 
demonstration. Saleswomen can 
talk to other women in their own 
language.” 


4—Sell service. 





Not satisfied with washing ma- 
chine sales, a New York State 
dealer decided to increase volume 
by selling service instead of ma- 
chines. He says, “We don’t try to 
sell washers but sell service by 
picturing the results for the woman 
with a home. Leisure time, con- 
venience and long service are 
points emphasized.” 


5—Note customer’s interest. 


During 9-cent sales and other 
trafic drawing events, an lowa 






DEMONSTRATION 
OF WASHING 
MACHINES -- 





“Saleswomen can talk to other 
women in their own language.” 
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Washing Machines 








hardware dealer takes particular 
note of even the most casual inter- 
est a customer shows in a washing 
machine — electric or gasoline- 
powered. Later the interested per- 
sons are contacted by a salesman 
who tells the merits of the machine 
in which interest was shown. 


6—Have service men. 

Stores having service men with 
sales ability often sell new ma- 
chines to users of obsolete equip- 
ment. When the service man for 
a mid-western hardware firm finds 
a machine in pretty bad condition 
he tries to sell a new machine, even 
though the old equipment can be 
repaired. On about 50 per cent of 
its service calls at homes having 
obsolete washers, the firm has 
found that new machines can be 
sold by emphasizing their greater 


advantages. 





7—Show a number of washers. 


The store having sufficient room 
should show as many different 
types and models of washing ma- 
chines+as possible. Prominent tags 
indicating cash prices are desir- 
able. A dealer with limited display 
space places a big tag marked 
“sold” on the model featured in 
his store each time a machine is 
sold. The tag remains for a rea- 
sonable period of time. If others 
are sold, in the meantime, addi- 
tional “sold” tags are fastened to 
the washer. This idea impresses 
customers and prospects with the 
popularity of the machine. 


8—Watch the laundry trucks. 


Some dealers pay youngsters to 
report the addresses of private 
homes receiving ice so that refrig- 
erator prospects may be located. 
Dealers can also have youngsters 
check on laundry truck calls to get 
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“Dealers can have youngsters 
check on laundry truck calls 
to get washer and ironer leads.” 


washer and ironer leads. In fol- 
lowing up such leads, the dealer’s 
best bet would be to offer to do a 
week’s laundry. He could in this 
way back up his claims of greater 
convenience, lower cost, etc. 


9—Demonstrate at county fairs. 

Like other major appliances, 
demonstrations of electric or gas- 
oline-powered washing machines 
are a natural attraction al a county 
fair. Deliberately soiling rags or 
old clothes right in front of spec- 
tators and then washing them is 
very effective. Where laundry ma- 
chines which partially dry the 
clothes are used, passing the semi- 
dry clothes around among specta- 
ters is an interesting test. 


10—Survey your territory. 


Dealers can obtain good pros- 
pect lists by surveying their entire 
trade area and getting data as to all 
kinds of gas, oil and electric ap- 
pliances used or desired. Such sur- 
veys can be conducted, with the 
aid of youngsters, by married 
women or by employees of your 
store by having the canvassers note 
the names, age and condition of 
appliances. The idea can be car- 
ried to a further point by having 
service and delivery men _ note 
other kinds of appliances whenever 
they make calls on homes. Thus, 
a call made to examine and repair 
a washer might result in leads for 
the sale of other replacement 
items. 


11—Show what makes the 
“wheels go ’round.” 


The sight of a washing machine 
in operation on the sidewalk in 
front of a hardware store, or in its 
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entrance, is always an attention- 
getter. Whether the machine is 
one of the conventional style 
washers or one of the newer home 
laundry machines, the movement 
of water in the machine is always 
an eye-catcher. Having a machine 
hooked up for operation and run- 
ning much of the time inside the 
store itself is another long tried 
and successful attention-getter. 


12—Compare old and new 
methods of washing. 

The showing, either in the dis- 
play window or store itself, of a 
hand-operated washing machine— 
or an earlier model electric or 
gasoline-powered washer along- 
side an up-to-date model is inter- 
esting even to those who are not 
mechanically minded. With such 
a display, a notation of the price 
of the old timer and the new model 
is also effective. 


13—Show ironers, (oo. 


Show ironers with your wash- 
ing machine display in order to 
complete the laundry set-up. The 
idea of having the means of prop- 
erly and easily completing ‘the 
laundering function in the home 
has strong appeal to the ladies. 
The store that has the space would 
do well to have a complete home 
laundry set-up on display in its 
appliance department. 


14—Have a separate appliance 
department. 

A separate appliance depart- 
ment is always an advantage, 
whether it is located 6n the mez- 
zanine, second floor, in the base- 
ment or in an annex display room. 
With such a room, equipped with 
comfortable furniture, good light- 
ing, etc., terms, deliveries and 
trade-in allowances can be dis- 
cussed, and both the customer and 
salesman will be better pleased. 


15—Watch the power lines. 


Many homes in rural areas with- 
out electric lines are good pros- 
pects for the sale of gasoline- 
powered washers, even in sections 
where electricity is expected. Lib- 
eral conversion policies are now 
offered by most washing machine 
manufacturers whereby gasoline- 
powered models can be quickly 


converted into electric drive units 
in a very short time. Watching 
plans for the installation of either 
private utility or REA lines and 
then doing some quick canvass- 
ing has helped many merchants 
cash in on sales of major electric 
appliances. 


16—Display washers near the 
door. 


Regardless of the location of 
your main display of washers and 
other major appliances, show at 
least one washer close to the door. 
A large sign, giving some of the 
sales points for the particular unit 
featured, is desirable. The sign 
should also indicate the location of 
other units displayed in the store. 


17—Check with van operators. 


Many married couples live in 
apartment houses for a year or 
two and then move to their own 
homes in the same communities. 
Making friends with van operators 
in your community, so that they 
will tell you of apartment house 
dwellers who are moving to pri- 
vate homes, can provide advance 
informatio: that may lead to sales 
of ironers and washers. Offering 
a reward to operators for giving 
you the names of people to whom 
you eventually sell machines will 
provide a good inducement for 
such cooperation. This is particu- 
larly true of people moving from 
apartments which mantain laun- 
dries with coin-operated machines. 
Having become accustomed to us- 
ing washing machines, some of 
these ladies undoubtedly will want 
their own units for their homes. 








“Show at least one washer close 
to the door. A large sign should 
also indicate in which part of the 
store other units are displayed.” 


HARDWARE AGE 











‘ 
2; 
t 
R 
~ 
rd 
& 
4 





By L. W. MOFFETT 


Washington Representative 


of Hardware Age 
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AFTER 15 MONTHS of defense 
effort the missing link in the arma- 
ment pregram is still an accurate, co- 
ordinated knowledge of the country’s 
needs—both military and _ civilian. 
SPAB Executive Director Donald M. 
Nelson, who looms up as-the strong 
man in the defense picture, assuming 
he is given all-out authority to do the 
job, holds that there must be one 
source for developing the official fig- 
ures. Hitherto no single government 
agency has had all the separate parts 
dug up by separate bureaus for piecing 
together. 
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A SUPER-PLANNING BOARD 
like SPAB could not have pieced the 
long-range defense puzzle together sev- 
eral months ago, in an attempt to make 
estimates of total requirements, but 
such a picture would be outmoded to- 
day. World developments and Admin- 
istration pledges to make the United 
States the arsenal of democracy have 
combined to throw previous estimates 
askew. 

x k * 


RISKING THE ASSUMPTION 
that total defense requirements will set- 
tle down to a straight line, SPAB may 
discover at some future date that there 
are more raw materials left for purely 
civilian requirements after defense needs 
have been met than first guesses seemed 
to indicate. At least a healthy trend 
is in the wind when Administration 
planners can take time out to remember 
about non-defense activity in the midst 
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of the drum-beating chant that “the 
less essential must go.” 
xk 
ALREADY SPAB has cracked 
down on the expansion of productive 
capacity to meet civilian demand. A 
Tennessee manufacturer of plastics, a 
potential substitute for metals and used 
to some extent by the shoe manufac- 
uring industry, sought OPM approval 
for plant expansion but SPAB said 
“no”. Its off-hand answer, still subject 
to modification, was that all expansion 
plans are out of the question if they 
involve the use of large quantities of 
material critically needed for defense. 
Again emphasizing the need for a defi- 
nite picture of total requirements, 
SPAB conceded that hundreds of simi- 
lar applications are on hand, that no 
single one can be cleared until some- 
one estimates the drain on scarce ma- 
terials involved. 
x ® & 


WHEN PRESIDENT ROOSE- 
VELT organized defense agencies for 
the third time, he made Leon Hender- 
son czar of civilian supply and also a 
member of SPAB. Hence if Congress 
handles the Admini:tration’s price con- 
trol bill as roughly as it did when it 
was first introduced, and relegates the 
former OPACS administrator to the 
status of a mere member of a five-man 
price control board, Mr. Henderson will 
still be a factor to reckon with in the 
defense set-up. In the meantime, he 
maintains his job as head of the Office 
of Price Administration, trying to hold 
prices in line without the fortification 
of Congressional authority. 
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ESTABLISHMENT by the White 
House of the new OPM division of 
civilian supply, of which Mr. Hender- 
son is director, prompted OPM Director 
General William S. Knudsen to rear- 
range OPM’s industrial branches. Mr. 
Henderson drew eight industrial groups 
in the shake-up but the division of 
purchases retained jurisdiction over 
the clothing and equipage branch, in 
which there is a subdivision The di 
vision of purchases, whose branches as- 
sume responsibility for dealing with the 
defense procurement of finished prod- 
ucts, is now headed by Douglas C. 
MacKeachie, Mr. Nelson’s successor. 
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ARMY AND NAVY procurement 
policies have been relaxed in recent 
weeks as a result of pressure from 
OPM. Key officials in both depart- 
ments agreed to negotiate contracts at 
prices up to 15 per cent above current 
quotations as a means of spreading de- 
fense work and keeping small plants 
operating. At the same time, purchas- 
ing officials planned to eliminate when 
necessary the requirement of perform- 
ance bonds when accepting government 
contracts. 
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SPEARHEAD of the new OPM di 
vision of contract distribution is Floy 
B. Odlum, who heads the $100,000,000 
Atlas Corp., largest investment company 
in the United States. Small plants, 
whatever they manufacture, have been 
assured by Mr. Odlum that they have 

(Continued on page 67) 
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The purpose of this club is to 
exchange ideas and information. 
Take part by submitting your 
successful ideas for publication. 


Christmas Selling 
Ideas 


W ere thinking 


ahead a little bit. Soon most of 
you members will be racking your 
brain to find some new ideas for 
the Christmas merchandising ef- 
forts scheduled to start in another 
month or two. All of you. no 
doubt, used some ideas and stunts 
to stimulate interest in your store 
and its merchandise during the 
last season which will not be used 
again. Why not send in a brief 
report on one or two of the things 
you did? If a large number of the 
members will do this you will be 
able to exchange ideas and _ pos- 
sibly receive new angles which 
you may adapt or employ during 
the coming holiday season. 

Most companies try to develop 
something new each year. Few 
use the same ideas over again so 
there could be no possible disad- 
vantage to you from such an ex- 
change. 

Each old idea used by your firm 
will be a new idea, or possibly 
the germ of a new idea. for those 
who read about them. So send 
them in as early as you can. They 
should be published as early as 
possible and Harpware Ace will 
pay $1, as usual, for every one 
considered worthy and accepted 
for publication. 


Answers to 
Your Questions 

More than 70 per cent of the 
members registering listed ques- 
tions and subjects to be discussed 
on club pages. So far we have 
been selecting one of these ques- 
tions for discussion each month. 
Now and then answers 
to some of the ques- 
tions have been pub- 
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lished on these pages. Even with 
this schedule, it will require some 
little time to answer all of the 
questions submitted. 

Changing conditions will no 
doubt make some of the questions 
obsolete before they can be an- 
swered. Every day we receive new 


questions from members on cur- 
rent situations and these are added 
to the list. 

These have served an excellent 
purpose, however. It has enabled 
us to determine what retail em- 
ployees are interested in and what 
they want to know about. 





OCTOBER IDEA CONTEST 


Question for the Month 


What types of service, repair, or 
shop work do you now offer and sell to 
customers, and what types do you 

* think you might add which would re- 
sult in new income to your company? 


This question is proposed by Harpware Ace for discussion by 
Club members because of the possibility that service and repair 
work may assume a position of increasing importance in hardware 


stores in the future, 


WIN EXTRA MONEY—SEND IN YOUR IDEAS! 


Harpware Ace will pay $5.00 to the member submitting the best 
answer to this question; $3.00 will be paid for the second best answer: 
$2.00 will be paid for the third. $1.00 each will be paid for all other 
ideas published even though these do not win one of the three major 


prizes. 


Entries must be received not later than October 27th. Winners will 
be announced in the Retail Sales Idea Club pages of the November 27th 
issue of Harpware Ace. In case of ties, duplicate prizes will be awarded. 
Decisions of the editors will be final and all material submitted becomes 


the property of Harpware AGE. 


FIVE SIMPLE CONTEST RULES 


1. Just write your ideas and/or an- 
swer to this question, preferably on a 
penny postal card (letters may be 
submitted) and mail to HARDWARE 
AGE Retail Sales Idea Club, 100 E. 
12nd St., New York, N. Y. More than 
one entry may be submitted, in which 
case use separate postal card for each. 

2. Write your own name and ad- 
dress on the card (or letter), as well 
as the name of your company 

3. Be sure to write the name of this 
contest — “OCTOBER IDEA CON- 
TEST’—on the card (or letter). 

4. Only individuals who have regis- 
tered for membership in the Harp- 
WARE AGE Retail Sales Idea Club are 


eligible to participate in this contest. 
If you are not a member, you can be- 
come one by simply filling in the regis- 
tration form shown on these club 
pages and mailing it to the Club. 
There is no cost for membership. 

5. Answers to questions will be 
judged solely on the value of the idea 
or suggestions presented. Be brief and 
to the point. Penmanship, form, or 
method of expression are not factors 
of the contest. Answers typewritten 
on postal cards will be appreciated but 
are not required. However, if answers 
are submitted in another form this 
will not influence the decision of the 
judges in any way 
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Dinnerware and major appliances were featured 
to advantage in this booth at the county fair. 


Uses Display 
at County Fair 


“We use! this display at our 
county fair and found that it pro- 
duced many sales of dishes and 
dish sets. Also, we secured a large 
number of prospects for major 
appliances and a number of sales 
have resulted. 


“The background for this booth 
is a display piece which we use 
normally in our windows. Yellow 
satin cloth is used as the center 
material while the posts are wood 
painted a royal blue. Autumn 
leaves are used as a trim.” 

WERNER H. Baer, 
E. W. Baer & Son, 
Vew Ulm, Minn. 





Elevated Risers 
for Tables 


“We needed more display space 
on our housewares’ tables, so we 
built elevated risers in the center 
of each table. Half-inch plywood 
was used as the shelf and it was 
supported by galvanized pipe legs 
with floor flanges. The shelf was 
cut to the proper length and width 
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Elevated risers provided more 
room for housewares displays. 




















You receive $1.00 for each idea 
considered worthy and accept- 
ed for publication. Watch these 

pages of successful ideas. 


to fit each table. The pipe legs 
were painted with aluminum paint 
while the shelf itself was finished 
to match the display table. 
“This new shelf gave us much 
needed display space and also 
greatly improved the general ap- 
pearance of the housewares tables 
as well as the store itself.” 
G. E. Harps, 

F. Ronstadt Hardware Co., 
Tucson, Ariz. 


Suggest Manufacturers 
Supply Streamers 

“We believe that window strips 
or streamers can be used to excel- 
lent advantage in the hardware 
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Streamers make the windows look 
like billboards but get results. 


store. These should be about 8 in. 
wide and 16 in. long. Take a look 
at the average chain grocery. 
Their windows look like _ bill- 
boards but they do the business. 

“Tt would seem to me that man- 
ufacturers of items sold in the 
hardware store could supply deal- 
ers with window streamers on 
their products at very small cost. 
Dealers could fill in 
their own selling price 


unless there was an 


established suggested retail value 
in which case it could be im- 
printed. 

“This is display material that 
every dealer can use and it is ef- 
fective in building extra business. 
Manufacturers could cut distribu- 
tion costs to some extent if they 
would discontinue some of the 
elaborate display pieces, which too 
many dealers are unable to use 
and supply something more prac- 
tical.” 

Jim PEARSON, 
J. W. Pearson Hardware Co., 
Oakland, Cal. 


Things That Get 
Attention in Windows 


“A thing that attracted an unu- 
sual amount of attention to our 
windows was colored red, white, 
black and blue chickens used the 
week before Easter. We also find 
that by having good illumination 
in the windows customers can bet- 
ter judge the quality of the mer- 
chandise and items usually look 
better under these conditions. 

“We have also found that any 
moving object in the window will 
cause people to stop and look at a 
display. Attractive prices on mass 
merchandise displays also are ef- 
fective in securing attention.” 

T. KennetH Moore, 
Henry Conway Hardware. 


Beckley, W. Va. 


“Fill ’Em Up” Technique 
Boosts Average Sale 

“The usual small sale resulting 
from a _ request for hack saw 
blades, milk strainer pads, small 
rifle shells and other consumption 
items can be boosted startlingly 
by what we call ‘filling station tech- 
nique.’ When a customer asks for 
such items we try to quote prices 
for multiple units such as three 
for a quarter, two for forty-nine, 
three for a dollar, instead of how 
many, please? 

“Most of us are receptive to 
suggestions of a larger purchase if 
it is coupled with a price that 
seems a saving, however small. 

“*This fill “er up, sir?’ type of 
suggestion helps us a great deal in 
cutting the out of proportion ex- 
pense of servicing the less than 
50-cent sale, since it spreads this 
cost over a larger number of items 
sold at the same time at no addi- 
tional expense to the store.” 

BERTON STRICKLAND, 
Hamm-Weller Hardware 
& Implement Co., 

Longmont, Colo. 


Idea Sells 
Household Cleaner 


“We were trying to sell a one- 
pound package of general house- 
hold cleaner that we had packed 
from a 50-pound keg. We sold a 
small amount during houseclean- 


YOU PAY NOTHING 
Any Retail Hardware Employee May Take Part 


ing season but as the package was 
not attractive and had no name 
it was something of a ‘shelf 
warmer.” 

“We decided to make up sample 
packages of the cleaner and dis- 
tribute them to the women folks 
coming into the store in order to 
acquaint them with its many ad- 
vantages. Each sample contained 
a slip with information on its use. 
Particular stress was placed on the 
fact that it was very economical to 
use. This did the trick, and today 
we are selling the powder in large 
quantities throughout the entire 
year.” 

Haro_p R. Bartow, 
Owen Hulett Hardware, 
Williamstown. Ky. 


A Good Thing 
to Remember 


A well known merchandiser 
made the statement one time that 
customers are interested in know- 
ing the following three things 
about merchandise they intend to 
buy: (1) what the merchandise 
will do for them, (2) how long it 
will do it, (3) how well it will 
do it. 

This is something worth keep- 
ing in mind when you develop 
your sales talk on merchandise in 
the store. Be sure you answer 
these three questions for the cus- 
tomer and you will make more 
sales. 


Copy this form on a penny 
post card if more than one 
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form is necessary. 


Just Register—Paste Coupon on Penny Postal Card—Mail Today 


REGISTRATION FORM 


HARDWARE AGE 
Retail Sales Idea Club, 
100 E. 42nd Street, New York, N. Y. 


| hereby register for membership in the Hardware Age Retail Sales Idea 
Club. | am a reader of Hardware Age and would like to take part in the activ- 
ities of this club, as often as | can. 


USE THIS 
FORM TO 


Name ____ = 
a a REGISTER 





| am submitting the following question or subject as worthy material for dis- 
cussion by this organization. 
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A typical Rollow appliance dis- 


play. In addition to the appliances 
a variety of kitchen wares were shown. 
Manufacturers’ displays helped to add color. 


Rollow’s “Goes Places” 


With Major Appliances 


The Rollow Hard- 


ware of Ada, Okla., sells 120 
major appliances and 60 radio 
sets a year in that town of 15,000 
inhabitants. Attractive window 
and store displays, home demon- 
strations, outside canvassing, pre- 
miums for customers who fur- 
nish leads resulting in additional 
sales, and the showing of complete 
stocks are the principal factors 
which contribute to the store’s de- 
cidedly worth while volume. In- 
cluded in the appliance and radio 
department sales for a year were 
60 radios, mostly at $35 or up- 
wards; 50 electric refrigerators, at 
an average of about $150; 45 gas 
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Rollow’s Record for a Year: 


50 Electric Refrigerators 
45 Gas Heaters Including Bottled 
and Natural Gas 
20 Washing Machines 
60 Radio Sets 
5 Oil-Burning Space Heaters— 


All in a Town of 15,000 Population 


ranges averaging about $70 each; 
20 washers, each in the neighbor- 
hood of $70, and five space heat- 
ers. 

Proper display is a vital factor 
in the merchandising of major ap- 


pliances and, accordingly, these 
lines are shown at the front of the 
store and constantly featured in 
the windows with manufacturers’ 
display helps playing a prominent 
part in those displays. The store 
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is open from 7 o'clock in the morn- 
ing until 6 p. m., but the brilliant- 
ly illuminated windows continue to 
tell their story until 10 o’clock. 
“Most of our leads for the sale 
of appliances and radio sets are 
obtained in the store and from 





people who purchased appliances 
from us,” says W. H. Rollow. “A 
small premium, usually in the 
form of merchandise, is given cus- 
tomers who furnish leads which 
result in actual sales.” Most of the 
major item sales are made on time 





Refrigerators are _ attractively 
shown in a display niche. House- 
wares items are featured on the 
glass shelving at one end for 
the purpose of suggesting extra 
sales of these smaller units. 


payment plans, the paper being 
financed by the firm. Extreme 
caution is exercised in the grant- 
ing of deferred payment privileges 
with the result that only one major 
appliance had to be repossessed 
last year. 


Obtaining Leads 


Mr. Rollow is assisted by seven 
men and two women. One of the 
men devotes part of his time to 
outside canvassing to supplement 
the leads obtained in the store and 
from users of appliances handled 
by the firm. Washing machines 
and radio sets are left in the homes 
of good prospects for a day or two 
and sales frequently result from 
these demonstrations. 





Display material, provided by one of the three manufacturers whose radio sets are handled 
by the store, is used in both floor and table displays. Each set shown can be demonstrated. 
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Below — Pros- 
pects are re- 
minded of port- 
able heaters in 
passing this dis- 
play on the land- 
ing of the stairs. 


Second Floor 
Display Sells 
Oil Heaters 


The Point Pleasant Hardware Co. 
sees that the prospect passes 


other displays along the way 


> USTOMERS are re- 


minded of oil heating equipment 
several times before they reach the 
main display of this merchandise 
at the Point Pleasant Hardware 
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Co., Point Pleasant, N. J. The 
firm’s major display is located on 
the second floor and customers 
must pass at least two attractive 
displays of portable oil heaters on 
the way. 


Ten model oil-burning heaters are on 
display at all times and manufacturers’ 
display helps are used to advantage. 





This company enjoys an excep- 
tionally fine oil heater business, 
even though it is located in a sum- 
mer resort tewn on the New Jersey 
seacoast 
creases greatly during the hot 
months of the year. 

Interior and window displays 
are important factors in promot- 
ing this line during the peak sell- 
ing season which begins about the 
middle of September. A window 
display is installed at this time and 
every model heater, as well as port- 
able units and related accessories 
are included. This display is con- 
tinued for two weeks or more. 

“Few of our customers object 


whose population — in- 


to going to the second floor dis- 
plays,” says L. A. Neumann, who 
is in charge of this floor. “One 
of the reasons for this is probably 
the fact that we have several other 
very complete departments located 
there. During the heater season we 
try to acquaint the customers go- 
ing to this floor with as many items 
in this line as we can. That is the 
reason for the display of a heater 
on the first landing and the dis- 
play of portable heaters at the very 
top of the stairs. The prospect can- 
not miss this merchandise. This 
(Continued on page 63) 
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$10,000 in Giftwares’ Sales 


1, Newark, Del., the 
George Jackson hardware store 
annually sells from $8,000 to 
$10,000 worth of novelties and 
giftwares, exclusive of table appli- 
ances. And Newark has a popu- 
lation of only 5,000. The normal 
stock of this merchandise runs 
from $2,000 to $2,500 and, ex- 
pressed in other terms, the store 
sells as much as $2.00 worth of 














Above —A large number 
of novelty items, which 
are not usually featured 
in hardware stores, is 
displayed here. Figurines, 
playing cards and even 
some small wheel toys 
and fountain pen desk 
sets are shown. A few 
wall items are _ also 
displayed on the post. 
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George Jackson, Newark, Del., does 


it by means of careful buying, 


steady advertising and display 


this type of merchandise for each 
man, woman and child in the town. 
Even more interesting is the fact 
that the store is in a university 
town which is located in a farming 
district within 13 miles of the 
capital city of Wilmington with its 


numerous, excellent gift handling 
outlets. 

As to the effectiveness of this 
department, George Jackson says, 
“If you have the goods you can 
always get a buyer. We get plenty 
of tourist business because this is 


Below — Fancy pottery 
is given this attractive 
build-up near the rear 
of the store. Candles, 
taken from the regular 
stock, are used in many 
of the candle holders 
and aid in attracting 
customers’ attention. 


“yapor PLatet 


HARDWARE AGE 





& 


PRES 


» 


S 





SESS 


EES 


“hy 


ree 


i 
é 
3 





a college town and is visited by 
many strangers. Tourists will 
visit the store looking for a variety 
of items. A certain figure is set 
for novelty and giftware pur- 
chases each year and our buying 
is kept in line with that value. 
Merchandise, with the exception of 
electrical appliances, is featured 
at 10, 25 and 50 cents and at $1.00 
to $5.00. The store uses con- 
siderable advertising and is known 
for 50 miles around and among 
people residing in Baltimore and 


Philadelphia.” 


Special Sales 


During special sales events. 
newspaper advertising is supple- 
mented with circular matter which 
is distributed to 2,500 homes in- 
cluding rural delivery routes and 
homes reached by newspaper car- 
riers. Of these special sales Mr. 
Jackson says, “Our spring sale 
attracted one man who came to 
buy several dollars’ worth of 
specials. He bought $18.00 of 
other articles. Any time a woman 
comes to buy a ‘special’ we try to 











OCTOBER 2, 


1941 


in a Lown of Only 5,000 





Another attractive set-up in the giftwares section. Some higher 
units of sale, including electrical appliances, are shown here. 


sell her other merchandise. Our 
spring sales included participa- 
tion in National Hardware Open 
House. Sales are also held just 
before the youngsters are return- 
ing to school and in October.” 
Pyramided giftware tables in 
the center of the store are used to 
feature a variety of both utility 
and novelty items. The ends of 





the tables are stained and the 
shelves are covered with paper. 
Miniature figures, fountain pen 
desk sets, playing cards, novelty 
perpetual calendars, book ends, tie 
holders and a variety of wooden- 
ware novelties are among the items 
handled in the giftwares section, 
together with a number of utility 
housewares items. 


People realize the fact 
that the store carries a 
large stock of candles 
when they are confronted 
with this mass display 
arranged to emphasize 
their variety and permit 
easy inspection. A wide 
range of clocks is also 
shown. The background on 
which flashlights repose 
conceals the stairway to 
the store’s basement. 
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Fixtures of this 
store are decor- 
ated in ivory, the 
trim being in nat- 
ural oak. Ceiling 
and walls are also 
painted in ivory. 


A, interest in sports, 


a hobby for guns and a “yen” for 
Maurice H. 
Fisher to enter the sporting goods 
and hardware business. As a re- 


selling prompted 


sult of these interests and desires, 
he purchased the York-Colfax 
Hardware Co., Denver, Colo., last 
March. 

Mr. Fisher was an ardent sports- 
man and was a member of numer- 
ous sport organizations, among 
them being the Colorado Rifle 
Club, Denver Municipal Trap Club 
and National Rifle Association. In 
addition he was vice-president of 
the Mile High Chapter of the Izaak 
Walton League of America and 
secretary-treasurer of the Horse 
Creek Duck Club. In view of this 
interest, it was not surprising that 
the addition of a complete sport- 
ing goods department was his first 
move. Once it had become gener- 
ally known that he was handling 
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sporting goods, the business in 
that department developed to great 
proportions. Customers liked to do 
business with the man with whom 
they had a common interest. 


PORTS EQUIPMEN 


An attractive front and well-designed windows with high back- 





An Interest in Sports 


Builders’ hardware was the next 
line added. Personal calls were 
made on builders, contractors and 
home owners with the result that 
complete builders’ hardware was 


-LECTRICAL SUPPLIES 
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Sporting goods are 
shown at the left 
of the store’s en- 
trance. Mr. Fisher 
is shown holding a 
gun, the stock of 
which he designed. 
Designing and mak- 
ing gun stocks is 
one of his hobbies. 


Brought Greater Volume 


and increased traffic for Maurice 
H. Fisher, new owner of the York- 
Colfax Hardware Co., Denver, Colo 





grounds that show off the merchandise stops the passersby. 
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furnished for more than 58 new 
homes in a relatively short time. 

Because of the expanding busi- 
ness, more floor space was soon 
required and the store moved into 
another building, across the alley 
from its previous location. This 
lhuilding was completely modern- 
ized and new equipment installed 
hefore the stock was transferred. 
Now, this modern store is a tre- 
mendous help in building new 
business and merchandising vari- 
ous lines. 

Sporting goods have an impor- 
tant location to the left of the en- 
trance. Here guns, fishing tackle 
and other items are displayed. 
Walls are covered with V-joint, fir 
planking and various specimens of 
wild fowl and antelope heads, 
prizes from Mr. Fisher’s own 
hunting trips, are used as decora- 
tions. 

Builders’ hardware is shown on 
panel doors on the fixtures along 
the sidewall on this same side. Re- 
serve stocks of items on display 

(Continued on page 66) 








Highlights of Regulation W | o 
Affecting Retail | 


H ARDWARE dealers. 


generally, will welcome and comply 
fully with the revision of installment 
selling terms and conditions which 
are covered in Regulation W recent- 
ly issued in bulletin form by the 
Board of Governors of the Federal 
Reserve System. Details of Regu- 
lation W affecting retail merchants 
are presented elsewhere in this arti- 
cle. 
Scope 

Every hardware merchant who 
finances sales of merchandise on in- 
stallment contracts is subject to this 
regulation. It makes no difference 
whether you carry the paper your- 
self or whether it is refinanced by a 
finance company. 


License 

Merchants have been granted a 
general license to engage in the sell- 
ing of goods on installment terms 
until Dec. 31, 1941, by the Regula- 
tion. In order to continue this type 
of selling after this date a license 
must be secured. 

Any person may become licensed 
by filing with the Federal Reserve 
Bank of the district in which the 
main office of the registrant is 
located, a registration statement on 
forms obtainable from any Federal 
Reserve Bank or branch. (These, it 
is understood, will be available 
shortly after Oct. 1, 1941.) A com- 
plete list of all Federal Reserve 
Banks and branches will be found 
on page 29. 


Effective Date 


Most of the provisions of Regula- 
tions W became effective as of Sept. 
1, 1941. 

Section 4(f) pertaining to a state- 
ment of the transaction takes effect 
Oct. 1, 1941. It requires that the 
following information must be evi- 
denced, copy of which must be given 
to the customer promptly: (1) de- 
scription identifying the article sold; 
(2) bona fide cash purchase price; 


(3) down payment in cash or trade 
goods; (4) the deferred balance; 
(5) amount of any insurance pre- 
mium, finance charges, or interest; 
(6) time balance; and (7) terms of 
payment. 

Much of this information already 
appears on conditional sale contracts 
in use by finance companies. Dealers 
using their own forms should check 
these against the provisions of this 
section immediately. 

The following sections of the 
Regulations (Read full text of sec- 
tions carefully in Regulation begin- 
ning on this page) become effective 
Nov. 1, 1941: 

Section 8(a) 
visions. 

Section 8(6)—Additions to Out- 
standing Credit. 

Section 8(c)—Credit to Retire 
Obligations Held Elsewhere. 

Section 8(d)—Statement of Ne- 
cessity to Prevent Undue Hardship. 

On Jan. 1, 1942, Section 4(e) es- 
tablishing minimum monthly pay- 
ments of not less than $5.00 becomes 
effective. 


Merchandise Affected 


Supplement to Regulation W, on 
page 31, gives articles of merchan- 
dise subject to these regulations 


Renewals and Re- 


These are known as listed articles. 
They can be either used or new 
goods. Hardware merchants will be 
most interested in listed articles in 
Groups B, C, D, and E. 


Terms and Down Payments 


Maximum terms of installment 
contracts of listed articles is 18 
months. Down payments vary from 
33-1/3 to 10 per cent. See specific 
regulations on individual items in 
the Supplement on page 31. 


Records and Reports 

Every merchant is required to 
keep such records and make such 
reports as the Board may, from time 
to time, deem necessary or appro- 
priate for enabling it to perform 
its functions. Dealers are also re- 
quired to iurnish complete informa- 
tion relative to any transaction and 
to produce, if necessary, any books 
of account, contracts, letters, or 
other papers in connection there- 
with. 


Penalties 


Penalties for willful violations of 
these Regulations can result, upon 
conviction, in fines of not more than 
$10,000.00, or imprisonment for not 
more than 10 years, or both. 


REGULATION W 
CONSUMER CREDIT 


Section 1. Scope of Regulation 


This regulation is issued by the Board 
of Governors of the Federal Reserve 
System (hereinafter called the “Board”) 
under authority of section 5(b) of the 
Act of October 6, 1917, as amended, 
and Executive Order No. 8843, dated 
August 9, 1941 (hereinafter called the 
“Executive Order”). 

The regulation applies, in general, to 
any person who is engaged in the busi- 
ness of making extensions of instalment 
credit, or of discounting or purchasing 
obligations arising out of extensions of 
instalment credit. It applies whether 
the person so engaged is acting as prin- 

1 The Supplement to this regulation lists 


the consumers’ durable goods within the 
scope of the regulation. 


cipal, agent, broker or otherwise, and 
whether the person is a bank, loan com- 
pany, or finance company, or a person 
who is so engaged in connection with 
any other business, such as by making 
such extensions of credit as a dealer, 
retailer, or other person in connection 
with the selling of consumers’ durable 
goods'. 


Section 2. Definitions 


For the purposes of this regulation, 
unless the context otherwise requires: 
(a)“Person” means an_ individual, 
partnership, association, or corporation. 
(6b) “Extension of Credit” means any 
loan or mortgage; any instalment pur- 
chase contract, any conditional sales 
contract, or any sale or contract of sale 
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under which part or all of the price is 
payable subsequent to the making of 
such sale or contract; any rental-pur- 
chase contract, or any contract for the 
bailment or leasing of property under 
which the bailee or lessee either has the 
option of becoming the owner thereof 
or obligates himself to pay as compensa- 
tion a sum substantially equivalent to 
or in excess of the value thereof; any 
contract creating any lien or similar 
claim on property to be discharged by 
the payment of money; any purchase, 
discount, or other acquisition of, or any 
extension of credit upon the security of, 
any obligation or claim arising out of 
any of the foregoing; and any trans- 
tion or series of transactions having a 
similar purpose or effect. 

(c) “Extension of Inst-lment Credit” 
means an extension of credit which the 
obligor urdertakes to repay in two or 
more scheduled pavments or as to which 
the obligor undertakes to make two or 
more scheduled payments or deposits 


usable to liquidate the credit, or which 
has a similar purpose or effect. 

(d) “Extension of Instalment Sale 
Credit” means an extension of instal- 
ment credit which is made, as principal, 
agent or broker, by any seller of any 
consumers’ durable good specified in the 
Supplement to this regulation (herein- 
after called a “listed article”) and arises 
out of the sale of such listed article. 
For the purposes of this section 2(d) a 
lease or bailment which is similar in 
purpose or effect to a sale shall be 
deemed to be a sale. 

(e) “Extension of Instalment Loan 
Credit” means an extension of instal- 
ment credit, other than instalment sale 
credit, which is a loan (as distinguished 
from other tvpes of extensions of credit) 
and which (1) is in a principal amount 
of $1,000 or less, or (2) regardless of 
amount, is wholly or partly secured, or 
according to any oral or written agree- 
ment of the parties is to become so 
secured, by any listed article which has 


been purchased within 45 days prior to, 
or is to be purchased at any time after, 
such extension of instalment credit; but 
the definition does not include any loan 
upon the security of any obligation or 
claim which arises out of any extension 
(A) of instalment sale credit or (B) 
of instalment loan credit as defined 
above in this section 2(a). 


Section 3. Registration and 
General Requirements 


(a) General Requirements.—No per- 
son engaged in the business of making 
extensions of instalment sale credit’ or 
instalment loan credit, or engaged in the 
business of lending on the security of 
or discounting or purchasing obligations 
or claims arising out of such extensions 
of credit, shall make any payment or 
receive any payment which constitutes 





2It is to be noted that the term “instal- 
ment sale credit” includes only cred’t con- 
nected with the sale of listed articles. 





‘LIST OF FEDERAL RESERVE BANKS 


Federal Reserve Bank of Address 


BOSTON 


30 Pearl Street, Boston, Mass. 


Federal Reserve Bank ot 
Louisville Branch 


Address 
5th and Market Streets, Louisville, 


Ky. 


NEW YORK 
Buffalo Branch 


PHILADELPHIA 
CLEVELAND 
Cincinnati Branch 


Pittsburgh Branch 


RICHMOND 
Baltimore Branch 


Charlotte Branch 


ATLANTA 


Birmingham Branch 
Jacksonville Branch 
Nashville Branch 


New Orleans Branch 


CHICAGO 


Detroit Branch 


ST. LOUIS 
Little Rock Branch 
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33 Liberty Street, New York, N. Y. 
270-276 Main Street, Buffalo, N. Y. 


925 Chestnut Street, Philadelphia, 
Pa. 

East Sixth Street and Superior 
Avenue, Cleveland; Ohio. 

Fourth and Race Streets, Cincin- 
nati, Ohio. 

Grant Street and Ogle Way, Pitts- 
burgh, Pa. 


9th and Franklin Streets, Rich- 
mond, Va. 

Lexington and Calvert 
Baltimore, Md. 

110 Seuth Tryon Street, Charlotte, 
N. C. 


Streets, 


104 Marietta Street, Atlanta, Ga. 

18th Street and 5th Avenue, North, 
Birmingham, Ala. 

Church and Hogan Streets, Jack- 
sonville, Fla. 

228 3rd Avenue, North, Nashville. 
Tenn. 

Corondelet Street and Common, 
New Orleans, La. 


230 South La Salle Street, Chicago, 
160 Fort Street, West, Detroit, 
Mich. 


411 Locust Street, St. Louis, Mo. 
3rd and Louisiana Streets, Litile 
Rock, Ark. 


Memphis Branch 


MINNEAPOLIS 


Helena Branch 


KANSAS CITY 


Denver Branch 
Oklahoma City Branch 


Omaha Branch 


DALLAS 


El Paso Branch 
Houston Branch 


San Antonio Branch 


SAN FRANCISCO 
Los Angeles Branch 
Portland Branch 


Salt Lake City Branch 


Seattle Branch 


3rd and Jefferson Streets, Memphis. 
Tenn. 


73 South Fifth Street, Minneapolis. 
Minn. 

Park and Edwards Streets, Helena, 
Mont. 


10th Street and Grand Avenue, 
Kansas City, Mo. 

17th and Arapahoe, Denver, Colo. 

226 West Third. Street, Oklahoma 
City, Okla. 

1701-5 Dodge Street, Omaha, Neb. 


Wood and Akard Streets, Dallas, 
Tex. 

351 Myrtle Avenue, El Paso, Tex. 

Texas Avenue and Caroline Street, 
Houston, Tex. 

Jardin and Villita Streets, San 
Antonio, Tex. 


Sansome and Sacramento Streets, 
San Francisco, Cal. 

10th and Olive Streets, Los An- 
geles, Cal. 

6th and Oak Streets, Portland, Ore. 

Corner South Temple and East 
State Streets, Salt Lake City, 
Utah. 

2nd Avenue and Spring Street, 
Seattle, Wash. 
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T= following information is consoli- 
dated from several interpretations 
of the Board in response to inquiries 
regarding the status of particular arti- 
cles. The group headings that follow 
correspond with the similarly lettered 
Groups in Part 1 of the Supplement to 
Regulation W. 


Group C. 


The classification of “mechanical re- 
frigerators” includes frozen food cabi- 
nets of the specified capacity designed 
for the home freezing of foods, or stor- 
age of frozen foods, but does not include 
commercial or frozen food cabinets de- 
signed for the display of foods offered 
for sale. It does not include milk coolers, 
assuming that they are designed for 
household use, nor does it include 
mechanically refrigerated cabinets espe- 
cially designed for the storage of ice 
cream and other foods offered for sale. 

Regarding the classification “cook- 
ing stoves and ranges,” an oven or a 
broiler is considered a heating surface 
if it has a separate source of heat, as 
for example, a separate burner or elec- 
tric element, but if oven and _ broiler 
have a separate source of heat in 
common, it is considered that there is 
but one heating surface. Neither is 
considered a heating surface if its 
source is a central firebox. 

The classification “heating stoves and 
space heaters designed for household 
use” included gas-fired floor furnaces 


Status of Specific Articles 


even though they are permanently built 
into the floor. This classification also 
tacluded small portable electric heaters. 

A distinction has been made between 
“heating stoves and space heaters” and 
“household furnaces” as follows: The 
heat generating unit is a heating stove 
or space heater when it is designed to 
heat directly the space in which it is 
located; the heat generating unit is a 
furnace when it is designed for the 
transmission of heat by various devices 
even though it also directly heats the 
room in which it is located. 


Group D. 


The classification “water pumps de- 
signed for household use” includes water 
system pumps which are either shallow- 
well or reciprocating deep-well pumps 
having a rated capacity of 300 gallons 
per hour or less, or deep-well jet type 
or centrifugal pumps operated by motors 
having a rating of 1/3 horsepower or 
less. The actual use to which the pumps 
are put does not affect the classifica- 
tion, 


Miscellaneous 


The following articles are not in- 
cluded in any of the classifications of 
“listed articles”: toasters, food mixers, 
roasters, waffle irons, clocks, carpet 
sweepers (not electrical), tumbler 
clothes driers, hand irons (all types), 
air circulating or ventilating fans other 
than attic fans or air conditioners. 





or arises directly or indirectly out of 
any such extension of credit made by 
such person or out of any such obliga- 
tion or claim lent on or discounted or 
purchased by such person, except on 
the following conditions: 

(1) Such person shall be licensed 
pursuant to this section (any person so 
licensed being hereinafter called a 
“Registrant”); and 

(2) The Registrant shall not make 
any such payment or receive any such 
payment (A) if, when the Registrant 
made the extension of instalment credit, 
the Registrant knew or had reason to 
know any fact by reason of which such 
extension of instalment credit failed to 
comply with any of the requirements of 
this regulation applicable thereto, or 
(B) if, when the Registrant purchased 
or discounted the obligation or claim 
or accepted the obligation or claim as 
collateral, the obligation or claim showed 
on its face some failure to comply with 
such requirements, or the Registrant 
knew any fact by reason of which the 
extension of instalment credit giving 
rise to the obligation or claim failed to 
comply with such requirements, or (C) 
if, when the Registrant renewed, re- 
vised, or consolidated the obligation or 
claim arising out of an extension of in- 
stalment credit. the Registrant knew or 
had reason to know any fact by reason 
of which such renewal, revision or con- 
solidation resulted in a failure to com- 
ply with such requirements. 

(b) General License. — A general 
license is hereby granted to all persons 
engaged on or before December 31. 
1941, in the type of business described 
in section 3(a); Provided, however, 





That such general license terminates at 
the close of December 31, 1941, for 
every person who has not registered on 
or before that date in the manner pro- 
vided in section 3(c). After December 
31, 1941, any person, whose license is 
not suspended, may become licensed 
by registering in the manner nrovided 
in section 3(c). 

(c) Registration.—Registration as re- 
quired by this section 3 may be accom- 
plished by filing, with the Federal Re- 
serve Bank of the district in which the 
main office of the Registrant is located, 
a registration statement on forms ob- 
tainable from any Federal Reserve Bank 
or branch. 

(d) Suspension of License.—The li- 
cense of any Registrant may, after rea- 
sonable notice and opportunity for hear- 
ing, be suspended by the Board, either 
in its entirety or as to particular activi- 
ties or particular offices or for specified 
periods, on any of the following grounds: 

(1) Any material misstatement or 
omission willfully or negligently made 
in the registration statement; 

(2) Any willful or negligent failure 
to comply with any provision of this 
regulation or any requirement of the 
Board pursuant thereto. 

A license which is suspended for a 
specified period will again become ef- 
fective upon the expiration of such 
period. A license which is suspended 
indefinitely may be restored by the 
Board, in its discretion, if the Board is 
satisfied that its restoration would not 
lead to further violations of this regu- 
lation and would not be otherwise in- 
compatible with the public interest. 
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Section 4. Instalment 
Sale Credit 


Except as otherwise permitted by 
section 6, any extension of instalment 
sale credit shall comply with the fol- 
lowing requirements: 

(a) Maximum Amount of Credit.— 
The deferred balance shall not exceed 
the maximum credit value of the listed 
article specified in the Supplement to 
this regulation (hereinafter called the 
“Supplement”) ; 

(b) Maximum Maturity.— The ma- 
turity shall not exceed that specified 
for the listed article in the Supplement; 

(c) Amounts of Payments.—Except 
as permitted by section 4(d), the in- 
stalments in which the time balance is 
repayable shall be substantially equal 
in amount or be so arranged that no 
instalment is substantially greater in 
amount than any preceding instalment; 

(d) Intervals of Payments.—The in- 
stalments shall be payable at approxi- 
mately equal intervals not exceeding 
one month, except that, when appro- 
priate for the purpose of facilitating 
repayment in accordance with the sea- 
sonal nature of the obligor’s main source 
of income or to encourage off-seasonal 
purchases of seasonal goods, the pay- 
ment schedule may reduce or omit pay- 
ments over any period or periods to- 
taling not more than 4 months during 
the life of such extension of instalment 
sale credit if the schedule increases the 
scheduled payments in such manner as 
to meet all the other requirements of 
this section 4; 

(e) Minimum Monthly Payment (Ef- 
fective Jan. 1, 1942).—Except as per- 
mitted by section 4(d), the schedule 
of payments shall call for instalments 
aggregating not less than $5.00 per 
month; 

(f) Statement of Transaction (Effec- 
tive Oct. 1, 1941).—The extension of 
instalment sale credit shall be evidenced 
by a written instrument or record, and 
there shall be incorporated therein or 
attached thereto a written statement, 
of which a copy shall be given to the 
obligor as promply as circumstances 
will permit, and which shall set forth 
(in any order) the following informa- 
tion: 

(1) A brief description identifying 
the article purchased; 

(2) The bona fide cash purchase 
price of the article and accessories pur- 
chased (including any sales taxes there- 
on) and of any services (excluding 
any interest or finance charge and the 
cost of any insurance) rendered in 
connection with the acquisition thereof, 
itemized ; 

(3) The amount of the purchaser’s 
down payment (A) in cash and (B) in 
goods accepted in trade, together with 
a brief ‘description identifying such 
goods and stating the monetary value 
assigned thereto in good taith; 

(4) The deferred balarce, which is 
the difference between items (2) and 
(3); 

(5) The amount of any insurance 
premium for which credit is extended 
and of any finance charges or interest 
by way of discount included in the 
principal amount of the obligation, or 
the sum of these amounts; 

(6) The time balance owed by the 
purchaser, which is the sum total of 
items (4) and (5); and 

(7) The terms of payment. 

(g) Credit of Which a Part Arises 






HARDWARE AGE 





Out of Sale of a Listed Article—tIn 
case an extension of instalment sale 
credit arises partly out of a sale of an 
article listed in the Supplement and 
partly out of another sale, the amount 
and the terms of such extension of 
credit shall be such as would result if 
the credit were divided into two parts, 
the part relating to the listed article 
being treated in accordance with the 
provisions of this regulation relating to 
such article and the remainder being 
treated in the manner in which the 
Registrant would in good faith treat a 
similar extension of credit if standing 
alone. 


Section 6. Certain Exceptions 


Notwithstanding the provisions of 
sections 4 and 5, the requirements of 
such sections shall not apply to any 
of the following: 

(a) Any extension of credit which 
is secured by a bona fide first lien on 
improved real estate duly recorded. 

+ * ae 


(f) Any extension of instalment sale 
credit which is to be repaid at approx- 
imately equal intervals and in approxi- 
mately equal instalments, the last of 


which matures within three months af- 
ter the first day of the calendar month 
next following such extension. 

(g) Any extension of credit to a 
dealer in any listed article, whether a 
wholesaler or retailer, to finance the 
purchase of any such article for resale. 

* * * 

(j) Any extension of instalment sale 
credit made on or before December 31, 
1941, which (1) does not bring above 
$50 the total of the obligor’s outstand- 
ing indebtedness to the Registrant aris- 
ing out of extensions of instalment sale 
credit made on or after September 1, 
1941, and (2) is to be repaid at ap- 
proximately equal intervals and in ap- 
proximately equal instalments the last 
of which matures within 9 months 
after the first day of the calendar month 
next following such extension. 


Section 7. Enforceability 
of Contracts 


Pending an opportunity for the Board 
to observe this regulation in operation 
and except as may subsequently be 
otherwise provided, all of the provisions 
of this regulation are designated, pur- 
suant to section 2(d) of the Executive 
Order, as being for administrative pur- 





poses within the meaning of said sec- 
tion 2(d) which provides that non- 
compliance with provisions of the regu- 
lation so designated shall not affect the 
right to enforce contracts. 


Section 8. Renewals, Revisions 
and Additions 


(a) Renewals or Revisions (Effec- 
tive Nov. 1, 1941).—If any obligation 
or claim evidencing any extension of 
instalment sale credit or instalment loan 
credit is renewed or revised by a Reg- 
istrant, the extension of instalment cred- 
it does not comply with the require- 
ments of this regulation if such re- 
newal or revision has the effect of 
changing the terms of repayment to 
terms which this regulation would not 
have permitted in the first instance for 
such credit; Provided, however, That 
this shall not prevent the Registrant 
from taking any such action if the 
Registrant accepts in good faith a state- 
ment of necessity as provided in section 
8(d) and the extension of instalment 
credit provides for a schedule of repay- 
ment in conformity with this regulation 
though it were a new extension of in- 
stalment credit; and Provided further, 

(Continued on page 72) 





Part 1. Listed Articles, Maximum Maturities, and 10. Radio receiving 
For the purposes of the regu- 
lation, the following maximum maturities and maximum 
credit values shall apply to the following list of articles: 


Maximum Credit Values. 





Maximum Maximum Credit 
Maturity Value in per cent 
in Month 


Articles of Consumers’ Durable 
Goods (Whether new or used) 


Group A 

1. Automobiles (passenger cars de- 
signed for the purpose of trans- 
porting less than 10 passengers, 


including taxicabs) 18 
Group B 
1. Aircraft (including gliders) 18 


2. Power driven boats, and motors 
designed for use therein, other 


SUPPLEMENT 


of Basis Price 


sets, phono- 
graphs, or combinations 18 80 
11. Musical instruments composed 
principally of metals 18 80 
Group D 


. Household furnaces and _heat- 
ing units for furnaces (includ- 


ing oil burners, gas conversion 








than boats or motors designed 
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1'An article is not new if it has been used by a consumer. 
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specifically for commercial use 18 
3. Outboard boat motors 18 
4. Motorcycles (two or three-wheel 

motor vehicles, including motor 

bicycles) 18 
Group C 
1. Mechanical refrigerators of less 

than 12 cubic feet rated ca- 

pacity i 18 
2. Washing machines designed for 

household use .. ey 18 
3. Ironers designed for household 

RARE ; 18 
4. Suction cleaners designed for 

household use . 18 
5. Cooking stoves and ranges with 

less than seven heating surfaces 18 
6. Heating stoves and _ space 

heaters designed for household 

use Me ia Seve aa coed fad to basa eae 18 
7. Electric dishwashers designed 

for household use ; 18 
8. Room-unit air conditioners 18 
9. Sewing machines designed for 

household use 18 


burners, and stokers) 18 85 
2. Water heaters designed for 
household use 18 85 
3. Water pumps designed for 
household use 18 85 
1. Plumbing and sanitary fixtures 
designed for household use 18 85 
66 2/3 5. Home air conditioning systems 18 85 
6. Attic ventilating fans 18 85 
7. New household furniture (in- 
cluding ice refrigerators, bed 
66 2/3 springs, and mattresses but ex- 
66 2/3 cluding floor coverings, wall 
coverings, wall coverings, drap- 
eries, and bed coverings) * 18 90 
66 2/3 8. Pianos and household electric 
organs 18 90 
Group E 
1. Materials and services (other 
80 than materials listed in Group 
C or D) in connection with 
80 repairs, alterations, or improve- 
ments upon urban, suburban, 
80 or rural real property in con- 
nection with existing structures, 
80 provided the deferred balance 
does not exceed $1,000 18 No limitation 
80 
Part 2. Basis Price of Listed Articles Other Than 
Automobile. The basis price of any listed article other than 
80 an automobile shall be the bona fide cash purchase price of 
the article and accessories purchased, including any sales 
80 taxes thereon and any bona fide delivery and installation 
80 charges, minus the amount of any allowance made by the 
seller for any article traded-in by the purchaser (including 
80 as such a trade-in anything which the seller buys or ar- 





ranges to have bought from the purchaser at or about the 
time of the purchase of the listed article). 
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HARDWARE AGE Original Window Display IDEAS 
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THANKSGIVING HOUSEWARES WINDOW 


Merchandise: Electric roasters, pressure cookers, enameled and aluminum roasters 
in several styles and sizes, electric mixers, glass oven ware, casseroles, pie plates, 
baking dishes, measuring cups, custard cups, angel cake pans, carving sets, muffin pans, 
coffee makers, percolators, salad molds, cookie cutters, dinnerware, glassware, silver- 
ware, cake decorating sets, corn poppers. 


Background: Panels of buff and dark brown colored corrugated board or wallboard 


painted. Cut-out letters of vermilion. 


side panels. 


Colorful decorations of small turkeys on 


Merchandising Highlights 


for November 


D ISPLAYS _ inside 


the store become more and more 
important as the fall season gets 
under way. Dirty, unproductive 
tables should not be tolerated. Di- 
vide the responsibility for the 
cleaning job and then see that each 
employee keeps up his part or, 
better still, hire a person to do 
this according to a schedule. 

Plan a mass showing of all types 
of roasters several weeks before 


32 


Thanksgiving. This display should 
be located in a prominent place in 
the store. Tables on cross aisles 
near wrapping counters and at the 
front of the store are excellent 
spots for such a display. Attractive 
show cards will get attention to 
this display and help in the selling 
job. 


Carving Sets 


Feature this merchandise in the 
center part of a table if your stock 


is one that does not require more 
space. A variety of styles as well 
as a variety of prices is important. 
Use a step-up display fixture on 
this table or at least on the part 
used for showing this merchandise. 
It will improve the appearance of 
the display. 


Sample Table Settings 

Table settings always are of in- 
terest to women folks. They also 
are an ideal way in which to show 
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( Advertisement ) 


=) DEALER 222" LETTER [= 


SECOND STOP— 
YOUR CUSTOMERS 





























INFORMATION PLEASES 


HE HARDWARE BUSINESS is different 
from any other. That’s because you carry 
such a large number of entirely unrelated 
products with highly specialized uses. People 
come to you with all sorts of problems. They 
soon learn to count heavily on your recom- 
mendations if you really know the products 
you sell. That’s why this particular field re- 
quires so much “informed” selling—you really 
have to know your products, their uses, their 
points of superiority, their installation or ap- 
plication and their proper care. One of our 
hardware dealer friends once told us he was 
a pretty good engineer, architect, and sports- 
man, all rolled into one. After seeing what he 
sold and told people about, we thought he 
might have included farmer, painter, and 
veterinarian, too. Anyway, knowing products 
you sell is interesting, and the good will you 
build up by giving customers the benefit of 
this knowledge is invaluable. 











For several issues now, we’ve 
been pointing out the distinc- 
tion between Kleanbore Hi- 
Speed and Kleanbore New and 
Improved .22 cartridges to you 
in this space. Now we’re pass- 
ing on the same story to your 
customers in outdoor and boys’ 
publications. Here’s what we’re 
telling them: There are two 
kinds of Kleanbore .22’s. Shoot 
Kleanbore Hi-Speed when you 
want the maximum in power, 
range, and wallop. They’re 
right for hunting. Use New 
and Improved Kleanbore for 
informal target shooting, plink- 
ing, or for any kind of shoot- 
ing where medium power is 
desired. Our advertising is 
telling your customers about 
the right type of Kleanbore .22 
to use. If you can help him 
pick the proper one, we'll all. 
be doing a better selling job. 






















































“TRY THIS ONE”’ 
BY MERCHANDISING MIKE 


GOOD TO THE 
LAST SHOT 


It’s a sixty day duck season 
this year. In several areas, 
the season starts later than 
usual. While the first few 
days will probably be clear 
and perfect, hunters will en- 
counter winter weather later 
ee . = a on—rain and snow and sleet. 
way dealer had s cpacc be. | That’s when they'll bless the 
side the cash register where | Wet Proof and corrugated 
he had placed reminder construction of Shur Shot 
items—flashlight bulbs, .22 and Nitro Express shells— 
ammunition, pen - knives, | for they handle, feed, and 
pocket screwdrivers, even | eject perfectly in all kinds of 
knobs for pot-lids and glass weather. These shells also 
percolator tops. : - ’ 
“It’s surprising the num- have Remington’s exclusive 
ber of things people will Kleanbore priming. This does 
buy if they’re reminded of | away with the necessity for 





WAAL, THESE KLEAN BORE 
.22'S BRING DOWN GAME SO 
FER AWAY | GOTTA SALT 
‘EM TO KEEP THE GAME 
FRESH TILL | GIT THAR! 























“I saw a smart piece of 
merchandising the other 






































““Kleanbore,"" “Hi-Speed 





Shur Shot,”’ 


them. And I don’t know of 
a better time to jog people’s 
memory than when they’re 
waiting for their change. 
It’s then that they spend 
small change on these re- 
minder items.” 
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2, 


cleaning gun barrels and pro- 
tects them against rust and 


| corrosion. Stock up with 


Nitro Express and Shur Shot 
shells, and you'll find that 
these great performers will 
make your customers happy. 


" S. Pat. OF. ‘‘Core-Lokt’’ is a trade mark of Remington Arms Co Inc., Bridgeport. Conn 
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WINTER DRIVING NEEDS WINDOW 


Merchandise: Tires, tubes, tire chains, anti-freeze, storage batteries, tow ropes, 
polishing cloths, wax and cleaner, flashlights, flashlight batteries, tube repair kits, 


blow-out patches, etc. 


Background: Panels of buff and dark brown corrugated board or wallboard painted. 
Cut-out letters of vermilion. 


numerous decorative novelties and 
gadgets. Glassware, dinnerware 
and silverware should be featured 
primarily. Settings for breakfast, 
luncheon and dinner tables can be 
arranged, all of which permit the 
showing of additional related 
items. Use one table for this pur- 
pose but change it often. 


Ovenware 


Devote an entire table to the 
display of ovenware of various 
types. Show these items against 
colorful backgrounds. Corrugated 
board is an ideal material for this 
purpose and it can also be used 
in the construction of display ped- 
estals for the table. 


Windows 


One of the suggested windows 
in this article shows a wide vari- 
ety of housewares for the Thanks- 
giving season. This display should 
be installed early in November to 
give people ample time to think 
about and plan for this event. 
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Colorful cardboard turkeys can be 
purchased from most stationery 
stores, so use several of these for 
atmosphere. 


Anti-Freeze 


Be sure to show this merchan- 
dise early. Urge your customers 
to purchase their requirements for 
the winter now, so that they will 








DONT ARGUE IN FRONT OF 
CUSTOMERS 


O° @ 
igen 





be ready for those sudden cold 
snaps. Mass displays are very ef- 
fective in selling this item. Pile it 
up high in the store and put a 
large show card on it which fea- 
tures price. Another effective pro- 
motion trick is the use of stream- 
ers on the windows. Whenever you 
have a snappy morning put up the 
streamers and, if possible, arrange 
a mass display of gallon cans in 
front of the store. 


Events for November 


Some of the holidays and cele- 
brations of interest to retail hard- 
ware dealers are listed below: 

Nov. 4~—Election Day. 

Nov. 10-16—Father and Son 
Week. 

Nov. 10-16—American Educa- 
tion Week. 

Nov. 11—Armistice Day. 

Nov. 11-30—Red Cross Drive. 

Nov. 20—Thanksgiving Day by 
Presidential Proclamation. 

Nov. 27—Thanksgiving Day in 
some States. 
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Operating on one 
battery, this flashing, atte etting 
display brings customers into your store. 








BIG DEMAND—QUICK SALES 
for DEALERS with FARM TRADE 


Following Government recommendations, and in order to 
take advantage of both pegged and parity prices, tens of 
thousands of farmers are changing their operations. In 
order to do so, THEY MUST CHANGE THEIR FENCE 
LINES. Labor is scarce and costly. Posts and wire are 
expensive. BUT, with a PARMAK ELECTRIC FENCER, 
the farmer can add all the necessary fencing at a FRACTION 
of the cost of ordinary fence. Here is an enormous, new 
market awaiting live dealers! 


FENCER 


Five quick-selling models from 
$7.95 to $18.65, fully guaran- 
teed - - - approved by Under- 
writers’ Laboratories. Built by 
a firm with 19 years experience 
in manufacturing precision elec- 
trical equipment. Features in- 
clude Dry Weather Intensifier; 
Current Mizer; Absorption Cir- 
cuit Testlite; Flux Diverter; 
Weatherproof construction and 
safe, economical battery opera- 
tion. 135,000 now in use. 











ae 


A Profit Opportunity For 
Exclusive Parmak Dealers 


Our Exclusive Franchise and Sales Program 
will help you cash in on the increasing 
demand for Electric Fencers in your terri- 
tory. Send the Coupon TODAY and See 
For Yourself Without Risking A Penny! 








2609-C WALNUT, KANSAS CITY, MO. 
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PARKER-McCRORY MFG. CO. 





CUT OUT AND MAIL THIS COUPON TODAY 











a PARKER-McCRORY MFG. CO. i 
§ 2609-C Wainut, Kansas City, Mo. 1 
a Send me PREPAID your Neon Window Display complete 
4 with one DeLuxe Field Model Parmak Fencer. I agree a 
é to put it in my window for 30 days, after which I will { 
either return it COLLECT or you may bill me $10.20 
a for the DeLuxe Fencer. a 
i i 
8 Name _fi 
Ld ‘ 
B Address ae ss ee 
: 1 
1 City State _§ 
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N.C.H.A. Analyzes Defense Effect 


ry 


HE eighth annual con- 
vention of the National Contract 
Hardware Association expressed its 
complete support of the full spirit 
of the National Defense Program, 
but with equal force protested an ap- 
parent indifference of government to 
protect sufficiently the civilian econ- 
omy of the nation, without which 
there will be a lack of tax monies to 
finance the defense program. The 
association met jointly with the first 
annual convention of the American 
Society of Architectural Hardware 
Consultants at the Palmer House, 
Chicago, Ill., Sept. 16 to 18, 1941. 
All sessions and exhibits were on the 
fourth floor of the hotel, as was the 
annual banquet. the closing feature 
of the convention. 

The Defense Resolution, passed by 
the association, reads: 

“BE IT RESOLVED: that the Nation- 
al Contract Hardware Association, 
in convention assembled Sept. 18. 
1941, at Chicago, IIl.. whole heartedly 
supports the full spirit of the Na- 
tional Defense Program: recognizes 


the vital need for expediting this 


In resolution expresses support of defense effort 
but strongly protests government's indifference to 
problems in non-defense industries brought about 
by defense work and threatened dislocation of 
civilian economy. Raymond E. Foskett succeeds 
Paul Easby-Smith as president of N.C.H.A. I. S. 
Eshleman is new Architectural Hardware Con- 


sultants’ president, 
Carthy, Jr. 


succeeding Howard Mac- 
Frank H. Sherwood, elected Secre- 


tary-treasurer of both groups. 


program and freely accepts the in- 
evitable sacrifices, delays and incon- 
veniences that cannot be entirely 
avoided under the circumstances. 
sut with equal force protests an ap- 
parent official disregard to the essen- 
tial services rendered by the manu- 
facturers and distributors of build- 
ers’ hardware in helping to complete 
both defense housing and required 
normal civilian housing. This asso- 
ciation also protests the threatened 
wholesale crushing of civilian econ- 
omy, believing specifically, that the 
entire tonnage of metals required for 
production of builders’ hardware 
cannot seriously hamper defense 
progress nor make even a noticeable 
drain on the available supply of such 
metals. This association also be- 
lives that unless at least partial nor- 


OFFICERS AND SPEAKERS 


Left to right. 1—N.C.H.A. officers: New vice-president John W. Worner, New Orleans, 


Washington, D. C.; New president Raymond E. 


of American Society of Architectural Hardware Consultants: Retiring treasurer Carl 


mal non-defense activities are per- 
mitted to continue, there will be no 
means for raising the tax monies re- 
quired for National Defense which 
in itself is not self-financing. Every 
member of this organization is urged 
to immediately express these opin- 
ions, in his own words, to his own 
representatives in Congress in the 
belief that if a sufficient number of 
tax-paying citizens bring these 
thoughts to the Congress some relief 
may be expected without any mate- 
rial disadvantage to the cause of the 
National Defense Program.” 

A second resolution is a petition 
to manufacturers of stock millwork 
reque: tiong them to maintain certain 
fundamental measurements so that 
doors may be adequately equipped 
with hardware which is architectur- 





La.; Retiring president Paul Easby-Smith, 
Foskett, Albany, N. Y.; New vice-president Ralph Barber, Boston, Mass. 2—Officers 
D. Himes, Dayton, Ohic; Retiring president 





Howard MacCarthy; New president I. S. Eshleman, New York City ; new vice-president W. C. Habbersett, Russell & Erwin Mfg. Co. 
3—M. E. Wyckoff, “Hardware World,” speaker Thursday morning; Frank H. Sherwood, executive secretary N.C.H.A. and of American 
Society of Architectural Hardware Consultants; Jos. Raymer, St. Paul, Minn., chairman convention committee, and W. C. Habbersett. 
Russell & Erwin Mfg. Co., speaker Wednesday session. 4—Directors of Society: Gene Hart, Stanley Works, and Fred Hammer, Sargent 
& Co. 5—Charles J. Heale, vice-president and editor of HARDWARE AGE. 6—N.C.H.A. President Paul Easby-Smith introdacing R. 
FE. Pritchard, Stanley Works. 
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Upon Builders’ Hardware Industry 


ally correct and in harmony with the 
specific building. The resolution 
urged that se-called 13 in. and 134 
in. thick doors be actually produced 
to those definite thicknesses and that 
the width of door styles be main- 
tained at no less than 414 in. on the 
-quare. 

An innovation and an outstanding 
success, was the “home talent” en- 
tertainment which was the feature 
of the banquet. A group of skits. 
humorously depicting builders’ hard- 
ware distributors’ problems with 
both suppliers and architects was 
portrayed by members of the two 
bodies. The script was written by 
Howard MacCarthy, Jr.. and Norman 
Andrus, Norton Door Closer Co.. 
was stage manager. The picture 
accompanying this report gives an 
idea of the fun as well as good sense 
that was worked into this entertain- 
ment. 

Raymond E. Foskett. Albany 
Hdwe. & Iron Co., Albany, N. Y.. 
was elected president of the National 
Contract Hardware Association; Jno. 
Worner, Sr., Jno. Worner & Sons. 
Inc., New Orleans, La., was elected 
first vice-president, and Ralph F. 
Sarher, Chandler & Barber Co.. Bos- 





SEEN AT CHICAGO 


1—M. H. Rodham, John Nebeling, and 
Carleton F. Bryan, Maxwell Hardware Co. 
2—John Cleveland and Lester Bell, Nor- 
ton-Lasier Co. 3—A. M. Sasgen and Joe 
Zastrow, Grand Specialties Co. 4—B. E. 
Ericsson, Jr., Norton Door Closer Co.; 
Edward D. Jones, Yale & Towne Mfg. Co.; 
and J. R. Strandmark, Farwell, Ozmun, 
Kirk & Co. 5—A. E. Stott, M. Kendrick, 
R. A. Bruce, and Ray A. Kuehn, Schlage 
Lock Ce. 6—Carl Sager, founder Sager 
Lock Works visiting his first hardware 
convention since his retirement several 
years ago. 7—H. M. Johnson, National 
Lock Co. 8—M. H. Rosenthal, Technical 
Glass Co. 9—Rollin B. Plumb, Eagle Lock 
Co. 10—Harry Wepplo, Gardner Hard- 
ware Co., and Ned Swift, Stanley Works. 
11—Fred C. Stephenson, Chicago Spring 
Hinge Co.; E. W. Kienow, John Pritzlaff 
Hdwe. Co.; Clarence G. Horky and Homer 
S. Renaud, Chicago Spring Hinge Co. 12— 
H. A. Reddington, The F. H. Lawson Co. 
13—A. A. Chisholm, Griffin Mfg. Co., and 
A. J. Eggleston, Richards-Wilcox Mfg. Co. 
14—Jean F. Hart, D. J. Smith, H. H. 
Coridan, A. T. MacSpedon, and W. R. 
McElroy, ali of Stanley Works. 15—S. B. 
Van Delden, Mark Stebbins, and N. R. 
Andrus, Norten Door Closer Co. 16—E. 
A. Sanderson, and R. M. Schneider, Oscar 
Rixson Co. 17—Chas J. Beilfuss, George 
W. Bantzhaff, and F. O. Crosby, Barrows 
Lock Works. 18—Louis A. Hager, Jr., C. 
Hager & Sons Hinge Mfg. Co. 19—Folke 
Engstrom, American Cabinet Hdwe. Corp. 
20—John Lindstrom, and E. Nayes, Mil- 
waukee Stamping Co. 21—‘“Three Butts 
to a Door’ Rod Chamberlain, Stanley 
Works. 
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The annual convention banquet at the Palmer House, September 18, 1941 


ton, Mass., was elected second vice- 
president. 

The American Society of Archi- 
tectural Hardware Consultants elect- 
ed, I. S. Eshleman, Ostrander & 
Eshleman, Inc., New York City. 
president; Paul Easby-Smith, Build- 
ers’ Hardware Corp., Washington. 
D. C., first vice-president and Wil- 
liam Habbersett, Russell & Erwin 
Mfg. Co., New Britain, Conn., sec- 
ond vice-president. 


Frank H. Sherwood, 


executive 


secretary of the National Contract 
Hardware Association with offices at 
441 Lexington Ave., New York City. 


was appointed secretary-treasurer of 


both associations. 

Directors of the Contract Hard- 
ware group for 1941-42 are: Paul 
Easby-Smith, Washington, D. C.: 
Raymond E. Foskett. Albany. N. Y.: 


Wm. H. Haase, Kansas City. Mo.: 
Joseph S. Hunt, Akron, Ohio; Ralph 
F. Barber, Boston, Mass.; John Ne- 
beling, Oakland, Calif.; Arthur E. 
Eissrig, Pittsburgh, Pa.; I. S. Eshle- 
man, New York City; Wallace Duff. 
Washington, D. C.; Edward G. Her- 
tel, Sr., Lansing, Mich.; Wm. E. 
Huffaker, San Antonio, Tex.; B. 
Tom Jones, Richmond, Va.; Frank 
H. Brown, Philadelphia, Pa.; Carl 
J. Prinzler, Indianapolis, Ind.; J. W. 
Ratz, St. Louis, Mo.; J. R. Raymer, 
St. Paul, Minn.; B. D. Stratighan, 
Minneapolis. Minn.; Jno. Worher. 
Sr., New Orleans, La.. and Howard 
MacCarthy, Jr., Baltimore, Md. 
Directors of the ASHAC for 1941- 
42 are: Howard MacCarthy Jr., Bal- 
timor, Md.; Paul Easby-Smith, 
Washington, D. C.; I. S. Eshleman, 
New York City; Carl D. Himes. Day- 


ton, Ohio; Norman Andrus, Chicago. 
Ill.; Adon H. Brownell, Fitchburg. 
Mass.; R. A. Culp, Youngstown. 
Ohio; C. E. Figgins, Denver, Colo.; 
John H. Freeman, Detroit, Mich.; 
L. J. Frohmiller, Cincinnati, Ohio; 
Wm. H. Haase, Kansas City, Mo.; 
Wm. Habbersett, New Britain. 
Conn.; Fred G. Hammer, New Hav- 
en, Conn.; Raymond E. Foskett, Al- 
bany, N. Y.; Jean F. Hart, New 
Britain, Conn.; Edw. G. Hertel, Sr.. 
Lansing, Mich.; Wm. E. Huffaker. 
San Antonio, Tex.; Walter S. John- 
son, New Britain, Conn.; Rex T. 
Mitchell, Stamford, Conn.; Tom Fi- 
nan, St. Louis, Mo.; Joseph R. Ray- 
mer, St. Paul, Minn.; M. H. Rodham. 
Oakland, Cal.; and B. D. Straughan, 
Minneapolis, Minn. 

First of the speakers at the open- 
ing session. Tuesday morning. Sept. 


SOME OF THOSE WHO PUT ON THE “HOME TALENT” SHOW 


Instead of professional entertainers the builders’ hardware convention had a real treat at the closing banquet when 
associations took part in a series of skits depicting the troubles of a builders’ 
script and Norman Andrus, Norton Door Closer Co., was the stage manager. 


hardware distributor. 
Shown in action are: 1—In a scene from the show, Howard 


bers of both 
Howard MacCarthy wrote the 





MacCarthy,. Baltimore, Md., I. S. Eshleman, New York City and L. S. Pickup; 2—Joseph Raymer, St. Paul, Minn., and Fred J. Vogt, 
Knape & Vogt Mfg. Co.; 3—The “ladies” of the cast, L. S. Pickup and Rod W. Chamberlain, Stanley Works with Fred J. Vogt, Knape 


& Vogt Mfg. Co.; 4—Rod W. Chamberlain, Stanley Works, and 5—Stage Manager 


modestly “just peeped out” from behind the scenes. 
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Norman Andrus, Norton Door Closer Co., who 
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ew FREE Book shows how 40 merchants 
MADE BIGGER PROFITS! 


@ We selected forty Pittco Store 
Fronts from among the thousands 
built recently — representing practi- 
cally all kinds of businesses in all 
parts of the country. Only lack of 
space kept us from including many 
more. 

Photographs of these Pittco Fronts 
are reproduced in this book. 

With each picture is a report from 
the merchant concerned, telling how 


the new Pittco Front attracted more 
customers and boosted profits. 

Business increases of from 15% to 
36% are cited. 

Get this book and see the Pittco 
Fronts that made such increases pos- 
sible. 

Find out how a good-looking new 
Pittco Front can put your store out 
ahead of competition and pay for it- 
self in a short period of time. 


o- 


WROTE THIS BOOK FOR YOU 
Get it. Read what they say about their 
new Pittco Fronts. Here are a few 


examples: 


“has increased traffic at least five 
times” 


“best money I ever spent in mod- 
ernizing” 


“enjoyed an increase in business 
of more than 83 1/3%”" 


,’a front like this wins friends for 
any store” 


“innumerable compliments on the 
design and appearance of the front” 


“easily kept clean, retaining its 
new shiny appearance at all times” 


“this modernization has put new 
life in our organization” 


“tremendous asset in attracting 
people to our store” 


“one of the most beautiful jewelry 





i fronts in America” ) 








Pittsburgh Plate Glass Company 
2360-1 Grant Bldg., Pittsburgh, Pa. 





Please send me. without obligation, your new. 
illustrated booklet. “‘Pittco Store Fronts and 
Their Influence on Retail Sales.” 


ITTCO STORE FRONTS 


"purTsBURGH ston for Zuality Glass and Paint 


ee siedtaamasithnnetdinduheinit 


L City... 
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16, was R. E. Pritchard, president 
The Stanley Works, New Britain. 
Conn. Mr. Pritchard in order to 
paint a picture of the ramifications 
of the defense program discussed 
some phases of his company’s rela- 
tions to defense contracts and to its 
hardware customers. He told of the 
increasing number of orders pouring 
in and the inability to fulfill them 
promptly because of shortages in 
raw materials which has limited the 
rate of production and pointed out 
that though Stanley has its own steel 
plants it can no longer deliver steel 
to its own hardware plants until all 
orders at the steel plants intended 
for defense are taken care of first. 

He remarked “I haven’t any doubt 
about the essential nature of out 
hardware to the Defense Program. 
and eventually the priority system 
will have to provide the necessary 
materials for its manufacture, but 
the real danger in our position is 
that we manufacture for stock. The 
seriousness of the situation will not 
be apparent to those in control of 
priorities until the stocks of hard- 
ware in the hands of manufacturers. 
jobbers, and dealers are sharply de- 
pleted, then materials will be forth- 
coming for essential hardware needs. 
but then it will be too late. Before 
supplies of hardware will flow freely 
and normally again, stocks will have 
to be replenished all along the line 
and that is a slow. loug drawn out 
process.” 

Charles J. Heale. editor, Hanrp- 
ware Acer, outlined the difficulties 
and probable shortages to be faced 
by the hardware industry if the pres- 
ent priorities system continues. He 
said that at best the hardware dis- 
tributers could only claim a small 
percentage of defense contract pri- 
ority and therefore strongly urged 
all hardware men to fill in, to the 
best of their abilities and facilities, 
all of the questionnaire forms sent 
them by manufacturers, pointing out 
that only by such cooperation can 
the hardware industry obtain its 
small part of vital materials. 

Mr. Heale expressed high hopes 
that under the direction of Donald 
M. Nelson, some radical changes for 
the better would take place in gov- 
ernment purchasing policies, likely 
a central buying and shipping pro- 
gram such as Mr. Nelson operated 
as vice-president of Sears, Roebuck. 
Such a plan, he said, should bring 
great relief to the manufacturers of 
hardware, as it would be premised 
on three to four months’ defense re- 
quirements and would not attempt 
to earmark total production which 
could not be utilized for one year or 
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more as is the evident present sys- 
tem on critical materials. 

On Wednesday, Sept. 17, Howard 
MacCarthy. Jr.. Baltimore. Md., 
president of the American Society 
of Architectural Hardware Consult- 
ants, opened the session with a re- 
view of the activities of that body. 
He stated that the Society now had 
138 members representing 66 cities 
and 25 states. He told of the pub- 
licity activities of the group and the 
recognition it was receiving. He 
suggested that members put on their 
letterheads, “Member American So- 





ciety of A.H.C.” or affix the letters 
A.H.C. to their names. 

George E. Quick, architect of St. 
Louis, Mo., brought to the conven- 
tion the thinking of his profession 
and urged builders’ hardware men 
to consider the desirability of train- 
ing young architectural students to 
appreciate application as well as 
design of builders’ hardware. He 
also urged some reform in handling 
keys for new homes, stating they 
should be carefully tagged and not 
thrown loosely into an empty box. 


(Cantinued on page 69) 





Hand-to-Mouth Priorities 


dewey the days of 
“hand - to - mouth” buying. 
during the depression? 

There was no question then of 
bottlenecks, shortages or excessive 
inventories. 

It took a good deal more pur- 
chasing and planning skill to buy 
on this “hand-to-mouth” basis than 
it would have to hand out orders 
covering requirements for a year 
or six months. But that was when 
planning and careful buying had 
to be done to reduce interest on 
investments in raw materials and 
stocks in process. It needed all 
of the skill that management could 
summon in those days to keep a 
concern’s head above water. 

A lot of little concerns in our 
industry, as well as big ones, sur- 
vived the storm because of the 
judicious exercise of these econ- 
omies. But that was in the days 
when private enterprise did the 
buying. It had a personal inter- 
est in self-preservation. 

Today buying orders virtually, 
come from Washington. Private 
initiative, it is true, actually still 
does the purchasing, but it can- 
not buy when the Government re- 
fuses it priority. And today many 
concerns, whose products cannot 
be directiy connected to defense 
orders, but which nevertheless are 
essential to either a war or peace 
economy, find their very existence 
threatened by the fact that priority 
order have been used in Washing- 
ton to take the place of planning. 

Instead, therefore, of depending 
for their survival on the way in 
which they do their own buying, 
these concerns find their very lives 


dependent on the way in which 
Government does its buying. And 
I fear that Government has a more 
remote interest in the survival of 
these industrial concerns than did 
private initiative. 

Priorities are like policemen’s 
nightsticks. They serve a useful 
purpose when absolutely needed 
and when wielded in the proper 
hands. But tossed broadcast to the 
mob, they promote disorder. 

When priorities are handed out, 
as they have been, as an easy way 
to avoid the much harder work of 
planning deliveries in accordance 
with needs, they are nothing more 
or less than big sticks in the hands 
of a mob. They produce shortages 
and bottlenecks. They cause people 
who need material and should have 
it to go without it because more 
fortunate people who have been 
given big sticks demand everything 
at once and come near getting 
it, too. 


I think we would be better off. 
for defense work and peace work. 
too, if we had fewer priorities. 
And if those that we have to have 
were administered on the “hand- 
to-mouth” principle instead of on 
the wholesale basis. If we haven’t 
enough of the right kind of help 
in Washington to plan needed de- 
liveries on the “hand-to-mouth” 
basis, we ought to get it there. 

It would save many a non-de- 
fense plant from going out of busi- 
ness, without depriving defense of 
what it needs, when it needs it. 

Joun H. Van DEveNTER. 
President and Editor 
of The Iron Age 
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ADVANCES 


Some gas water heaters. 


Some ice nicks. 


Rubber heels. 


Red sheet rubber packing. Gage glasses. 
Some rotary ash sifters. Sad iron handles. 


One line bicycles. 


One slip joint plier. 


Pipe fittings, etc. 


One line hand, windmill pumps and cylinders. 


One line pitcher spout pumps. 


One type wrench. 


Filter disks. Some types roofing caps. Lawn seed. 
Some hair clippers. Tennis, volley ball, badminton nets. 


Some bathroom scales. 


Rubber tire door mats. 


Steel folding furniture. Some oil, lard, gasoline cans. 


Apple corers. One make counter scales. 
One line window glass. 


Fibre chair seats. 


Svring clothes pins. 
Some glassware. 


Snow shovels and pushers. Some lines of lawnmowers. 


One line steel taper pins. 


Rivets. Turpentine. 





Gas water heaters—Late in 
September some manufacturers  ad- 
vanced prices on gas water heater- 
about 10 per cent. 

ms Me ms 

Gum tape—Prices have been 
withdrawn on some makes and types 
of gum tape. At present some types 
are not available. 


* * 


Paper bags—Recently 
on some makes and types of paper bags 


prices 

were withdrawn. Some types are at 
present not available. 
% * 

Red sheet rubber packing— 

Last month, as a result of increased 

labor and materials costs, one maker 

rubber 


advanced red _ sheet packing 


about 5 per cent. 
ot wt 
Rotary ash sifters—An ad- 
vance of about 15 per cent was recently 
announced on one line of rotary ash 
sifters. 
ws % % 
Ice picks—An advance of 
about 124% per cent has been made 
by one manufacturer of ice picks. 
*” w ad 


Gage glasses—Some _ gage 


glass manufacturers have advanced base 
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prices, some advance: being as high as 


20 per cent. 


bd oe n 


Sad iron handles—-Advance- 
of approximately 10 per cent have been 
issued on a line of sad iron handles. 
nt m a 
Bicycles—One 
facturer has issued a new price sheet 


bicycle manu 


on its line, increases ranging from 1's 
to 6 per cent. 


tt tt 


Slip joint pliers — Advance- 
approximating 15 per cent have been 
issued on one number of slip joint 
pliers. 


a a % 


Wrenches — A_ new discount 


sheet, recently issued by one maker. 
shows an advance of approximately 8 
per cent on one type of wrench. 


Chair seats——Advances on some 
types of fiber chair seats, ranging from 
2'% to 10 per cent, have been made by 
some makers. 
es bad a 

Window glass—One company 
has issued a new price schedule on 
window glass. advances approximating 


2 per cent. 


Hair clippers—One manufac- 
turer has advanced prices on certain 
hand toilet hair clippers, the changes 
ranging from | to 10 per cent. One 
electric model was advanced about 20 
per cent. 

% % 

Tennis nets, ete.—Tennis, vol- 
ley ball and badminton net prices for 
1942 have been advanced about 15 pet 
cent by one maker. 

x t f 

Bathroom scales — Five pet 
cent advances have been made on cer- 
tain numbers of bathroom scales. 

be us wt 

Rubber tire door mats—Ad- 
vances of from about 4 to 6 per cent 
were issued early last month by one 
maker of rubber tire door mats. 

Steel folding furniture—One 
line of steel folding chairs, tables. 
bridge sets, ete., has been advanced 
about 15 per cent. 

& 

Lard, oil, gasoline cans—One 
manufacturer, late in September, ad- 
vanced prices on lard, oil and gasoline 
cans, in varying amounts, ranging from 
about 25 to 40 per cent. 

" " nt 
"Apple corers—As of Sept. 10 


Reading Hardware Corp. advanced 


prices on apple corers about 5 per cent. 
t th tt 
make 


Counter scales—One 


recently advanced prices about 10° per 


cent. 


Hose —The government's order 
at present is that no red or green-cov- 
ered hose may be manufactured—only 
black. Prices on hose are at present un- 
changed. 

Rubber heels—Some makers 
of rubber heels have advanced prices 





PRICES 
WITHDRAWN 


Gum tape. Paper bags. 



























































] What nationally known line of uten- 
sils has more natural consumer inter- 
est right now than any other? 


2 What well known line of baking 
ware cooks faster saves on fuel? 

3 What dishes do women like to cook 
in because they can watch food cook to 


perfection? What dishes serve three 


€ 


purposes? 


4 What utensil line runs such vigor- 
ous advertising and merchandising 


*TRUE CONFESSIONS 


ROMANTIC STORY 





that it literally “pushes” customers in- 
to your store? 


5 What utensil line is so well known 
to women that it’s easier to sell, and 
saves your time for more sales? 


6 What line has the best turnover of 
all utensil lines? 


7 Why does the manufacturer of this 
famous ware advertise in FAWCETT 
FICTION UNIT* which reaches more 
than 1,395,000 young women read- 


ers every single month of the year? 


MOVIE STORY 


ANSWERS ON PAGE 59 
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about 5 per cent. Prices are expected 
“to advance further. 
m a oo 
Filter disks—As of Sept 1 
Johnson & Johnson, Inc., 
prices on its Rapid-Flow and Bellevue 
filter disks, ranging from 3 to 5 cents 


per 100 disks. 


* * a 


advanced 


Roofing caps—Because of in- 
creased raw materials prices one maker 
has advanced prices on tinplate formed 
or raised roofing caps about 12 per cent. 
Flat disk prices were not changed. 

* a” a 

Spring clothes pins One 
manufacturer advanced spring clothes 
pin prices about 2 cents per gross. 


% * % 


Glassware—Canton Glass Co. 
recently advanced prices on its glass- 
ware items about 10 per cent, reflect- 
ing increased labor, fuel, corrugated 
carton and other costs. 

J aa 


Screen, storm door hardware 

-One maker advised its customers that 

due to materials scarcity it has had to 

temporarily discontinue the manufac- 

ture of screen door braces and checks, 
grilles and storm door hardware. 


* a * 


Lawn seed, etc.— Grass seed 
prices for the 1942 season show an ad- 
vance of approximately $1 per 100 Ib. 
due to the scarcity of special seeds, 
such as Kentucky blue and white clover. 
Commitments from dealers so far are 
rather light. 

+ * aa 

Fertilizer—Prices for lawn and 
garden fertilizers for the coming sea- 
son may be the same as last year, un- 
less later developments force them to 
advance. Some manufacturers’ lawn fer- 
tilizer prices for 1942 show no change, 
and future orders are being accepted. 

+ * * 

Stoves — Stove makers report 
the material situation (scrap and pig 
iron) very acute. Some plants have had 
to shut down, with an expensive delay 
in their shipments. Unless the flow of 
materials is improved very soon, de- 
liveries on orders placed early this year 
may be seriously late. 


ae * ” 


Snow shovels, etc. — Some 
manufacturers of snow shovels and 
pushers have announced new prices 
showing advances averaging about 744 
per cent. These advances are the third 
since last season on some lines. Some 
manufacturers have withdrawn from 
the market, owing to their inability to 
secure spring steel of the proper gage. 

* t * 


Pumps—Several manufacturers 
have withdrawn the old style pitcher 
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spout pumps from production due to 
difficulty in obtaining materials neces- 
sary for their manufacture, and are 
substituting lighter streamlined designs, 
Those who have announced prices on 
the regular pattern show increases 
of from 25 to 331/3 per cent above a 
year ago. 





August Construction 
Volume Was Highest 
on Record 


Building and engineering con- 
tracts awarded during August, 
1941, totaled $760,233,000 and 
were, according to F. W. Dodge 
Corp., New York City, higher 
than for any other month recorded 
in its record of construction in 37 
eastern states. This dollar volume 
was 84 ner cent greater than the 
$414,941,000 awarded in August, 
1940, and 14 per cent greater than 
the $667,097,000 awarded in May, 
1928, which was the previous 
highest month on record. Resi- 
dential building dollar volume of 
$231,529,000 was 51 per cent above 
August, 1940, and larger than any 
month since April, 1929. Non- 
residential building was, however, 
at a record high level of $286,741,- 
000, 141 per cent above August, 
1940, and 12 per cent above its 
previously high month of June, 
1928, when it had an award vol- 
ume of $255,901,000. 

Thomas S. Holden, president of 
F. W. Dodge Corp., said: “Peak 
levels of defense construction ac- 
tivity appear to be scheduled for 
continuance for some months to 
come. This year’s record-break- 
ing volume of industrial plant con- 
struction has been an important 
factor in the demand for critical 
materials; as the defense plant ex- 
pansion program tapers off, which 
will happen at some stage, the 
critical supply situation with re- 
gard to vitally important building 
materials and equipment should be 
eased to a considerable extent.” 





Lawn mowers—Jobbers have 
been urging dealers to place specifica- 
tions as early as possible because of 
possible shortages before the next sea- 
son arrives. Some manufacturers have 
been unable to establish definite prices, 
as their final costs are still uncertain. 
Recent price announcements, however, 
show advances varying from 15 to 25 
per cent above last season’s figures. 
These prices are subject to change, and 
may be higher before the actual 1942 


season opens. 
* * * 


Automobile accessories—The 
increasingly sharp curtailment by Gov- 
ernment order of new car production 
will undoubtedly have the effect of 
greatly increasing the trade sales of 





replacement parts, such as tires, lamps, 
batteries, etc. Already this year, replace- 
ment auto battery demand has been 
very much larger than a year ago, re- 
ported, for example, during July as 
being 22 per cent above the same 1940 
period. Hardware stores will do well to 


keep their accessory departments as 
well stocked as conditions permit. 
% * a 

Taper pins—As of Sept. 8 one 
maker raised discount about 7 per cent 
on stock steel taper pins, advising dis- 
tributors that the new basis must be 
effective on unshipped portions of pre- 
vious orders, as well as on new pur- 
chases. 
* * * 
Rivets Brass _ brake-lining 
rivets, tubular and split, were advanced 
about 15 per cent by some manufac- 
turers, effective Sept. 10. Scant supply 
of brass for non-defense purposes holds 
all prices subject to further change be- 
fore shipment, and shipping 
dates slow and irregular. 


makes 


* * * 


Plumbing and Heating A 
reasonably prompt flow of black steel 
pipe is reported in many markets, but 
many wholesalers’ stocks of galvanized 
pipe are completely broken by govern- 
ment priorities on the manufacturers, 
both for the pipe itself, and for the 
zinc required for coating. Only slight 
progress can be made in the substitu- 
tion of black pipe for galvanized, since 
for water lines, black is entirely un- 
suitable. Jobbers report increases, ef- 
fective Sept. 4, in the price of some 
lines pipe fittings, of 10 per cent. De- 
Steel heating 
sharply ad- 


liveries are very slow. 
salamanders have been 
vanced, by some makers, new quota- 
tions for the coming season averaging 
about 28 per cent higher than a year 
ago. 
* me ae 

Paints, Oils, Ete.—The ex- 
cited fluctuations in turpentine, af- 
fected by the heavy government de- 
mand have again taken a reverse turn. 
After much of the sharp Aug. 14 mark- 
up of 8 cents per gallon had been can- 
celed by succeeding declines, a new 
rise was resumed, on Sept. 5, and from 
that time until Sept. 11, there was a 
new total rise of 8 cents per gallon. 
Paint makers are handicapped by the 
huge Navy and other government re- 
quirements of pigment. Nevertheless, 
production and sale of paint lines has 
been continuing far ahead of the corre- 
sponding 1940 totals. Defense business 
and civilian business alike totaled, in 
July, $46,809,443 compared with 
slightly more than $34,000,000 in July, 
1940. For the year to date, the gain 
in paint product sales over last year 


(Continued on page 70) 


43 


John Holmes Elected President 


Hardware Golf Association 
Hi Myers Wins Golf Championship 





Officers and winners: 1—Hi Myers, Thermoid Rubber Co., championship winner, and George J. Macklin, Eagle Lock Co., runner-up. 


2—John M. Holmes, Holmes Hdwe. Co., Pueblo, Colo., new president. 


3—A. J. Eggleston, Richards-Wilcox Mfg. Co., Chicago, Ill., 


secretary-treasurer. 4—Herb Megran, Herb Megran, Starline, Inc., retiring president. 


T memorial to the late R. A. (Dick) turned out in tribute to Mr. Sund- 
HE 16th annual meet Sundvahl, secretary-treasurer and vahl. This and all subsequent meet- 
ing of the Hardware Golf Associa- one of the founders of the Associa- ings were presided over by H. B. 
tion at Excelsior Springs, Mo., Sept. tion. More than 240 manufacturers, Megran as president. 

11-13, 1941. opened with a suitable wholesalers and their representatives (Continued on page 68) 





i—Howard Vaughan and Frank P. Wilson, Vaughan & Bushnell 
Mfg. Co. 

2—H. M. Wheeler, Corbin Cabinet Lock Co.; Harry Burton and 
Howard Gentry. Zork Hdwe. Co. 

3—John Stodder, Cyclone Fenee Co.; J. W. Yates, McGregor 
Hdwe. Co.; C. A. Anderson, Harper & McIntyre Co., and 
Howard B. Stone, Sheffield Steel Co. 

4—Stan L. Hanssen, Hanson Scale Co. 

5—Walter C. Tripp, Hendrie & Bolthoff Mfg. & Supply Co. 

6—Al Vos, Yale & Towne Mfg. Co.; Tom Hazelhurst, Surpless, 
Dunn & Co., Inc., and Fred W. Pavey, Jackes-Evans Mfg. 
Co. 

7—C. G. Lohr, John H. Graham & Co., Inc.; Tom Gadd, Red 
Oak, Iowa, and Samuel Phipps, The Carborundum Co. 

8—A. J. Wurzbach, Sargent & Co., and Col. W. F. Siegmund, 
Western Cartridge Co. 

9—Wm. L. Reilly, The McKay Co. 

10—Pat Gibbons, Stanley Works. 

11—C. E. Hanson, Boston Woven Hose & Rubber Co.; George C. 
Black, Southern Supply Co., and M. O. Newby, Stowe Hdwe. 
& Supply Co. 

12—Walter Dodge, The Yale & Towne Mfg. Co. 

13—C. J. Nelson and Bill Fitch, Richards-Wilcox Mfg. Co., and 
Elliott Paddock, Corbin Screw Corp. 

14—Art Fleck, American Screw Co., and L. L. Anthony, Hooven 
& Allison. 

15—Chas. Busby and James Townley, Townley Hdwe. & Metal 
Co., and A. A. Nelson and G. J. Maurer, Keystone Steel & 
Wire Co. 

16—Ralph Williams, Ray-O-Vac Co.; Joe Orbin and C. R. 
Whipple, Oliver Iron & Steel Co. 

17—Sanford Morrison, Republic Steel Corp. 

18—Howard J. Ellfeldt, Elifeldt Hdwe. & Machinist Supply Co., 
and Howard J. Ellfeldt, Jr., “Butch” to dad and friends. 

19—Henry S. Rice, Star Mfg. Co.; F. J. Flood and A. J. Dolliver, 
American Chain Co.; C. E. Hanson, Beston Woven Hose & 
Rubber Co.; Ole B. Bergersen, HARDWARE AGE, and M. H. 
Swanman, Vichek Tool Co. 

20—N. T. Jacobs, Wood Shovel & Tool Co. 

21—Harry A. Taylor, Plymouth Cordage Co.; L. 8. Pickup, Stan- 
ley Works; L. L. Dietz, Plymouth Cordage Co., and F. W. 
Dixson, Luthe Hdwe. Co. 

22—-Lee Murphy, Eagle Lock Co., and B. E. Ericsson, Jr., Norton 
Door Closer Co. 

23—Chas L. Clark, Greenlee Tool Co.; Howard Mull, Warren Tool 
Corp., and Karl C. Rupert, Millers Falls Co. 

24—J. W. Caskey, Sager Lock Works; A. C. Haeffner, David 
Wadsworth & Son, and N. R. Andrus, Norton Door Closer Co. 

25—Wm. L. Poynter, Black & Decker Mfg. Co. 

26—Len Findley, Union Fork & Hoe Co., and Walter E. Tiemann, 
Tiemann Hdwe. & Supply Co. 

27—Edward Mullen, Paul Vander Lippe, and Chas. O’Neal, Car- 
negie-Illinois Steel Corp. 

28—Wm. D. Kirkpatrick, American Chain & Cable Co., and 
Frank S. Hires, 82 years old, 65 years with Russell & Erwin 
Mfg. Co. Mr. Hires’ son-in-law is the Henorable John B. 
Gage. Mayor of Kansas City. 
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29—A. A. Chisholm, Griffin Mfg. Co., and W. G. Woodworth, 
Samson Cordage Works. 

30—Frank Spink, Bunting Hardware Co. and secretary of the 
Western Retail Imp. & Hdwe. Assn, and F. C. Orr, Hooven 
& Allison. 

31—J. F. Boxwell, The Yale & Towne Mfg. Co. 

32—George Roth, and B. O. Temple, Shapleigh Hardware Co.; 
L. L. Oakes, Tru-Test Marketing & Merchandising Corp., and 
Jules Kersten, Cordage Sales Co. 

33—B. M. Hiatt, The Irwin Auger Bit. Co. 

34—Win Baldwin, Rogers & Baldwin Hdwe. Co.; D. V. Williams, 
Marshalltown Trowel Co.; George Dresser, The Carborundum 
Co.; and W. L. Hochschild, R. E. Dietz Co. 

35—Dennis A. Merriman, Chain Institute. 

36—Julius Werner, Wyeth Hdwe. & Supply Co.; H. G. Stark, 
= _emaaiaacen Mfg. Co.; John J. Wallace, Clemson Bros., 
ne. 

37—H. S. Bywater, and Harold Cunningham, Ames Baldwin 
Wyoming Co., and H. H. Kuehlke, Richards & Conover Hdwe. 
Co. 


38—Jack Barclay and W. P. Schwarm, Milcor Steel Co. 

39—H. V. Waterman, Hendrie & Bolthoff Mfg. & Sunply Co. 

40—R. V. Isham, Sheffield Steel Co., and Howard Campbell, Mc- 
Kinney Mfg. Co. 

41—Mark A. Miller, The Yale & Towne Mfg. Co., and Jack F. 
Connor, Behr-Manning Corp. 

42—J. J. McHugh, Stanley Works; Ed. Anderson, Knapp & Spen- 
cer Co., and Frank Kane, American Steel & Wire Co. 

43—Mel Long, H. Channon Co.; Bill Scholefield, Hardware World: 
D. B. Putnam, American Screw Co., and R. P. Healy, Animal 
Trap Co. of America. 

44—Louis Pinkston, and John Wyeth, II, Wyeth Hdwe. & Supply 
Co., and Wilbur Higgins, Jr., Starline Inc. 

45—George P. Halvin, Minnesota Mining & Mfe. Co.; Wm. L. 
Cormany, Wyeth Hdwe. & Supply Co., and Walter G. Tripp. 
Hendrie & Bolthoff Mfg. & Supply Co. 

46—Clifford Trigg, American Fork & Hoe Co. 

47—A. T. MacSredon, Stanley Works; Cliff Merriman, Cyclone 
Fence Co., and J. J. McCue, Stanley Works. 

48—L. M. Bordner, Arcade Mfg. Co.; Art Gadd, John H. Graham 
& Co., Inc.; Bill Embury, Embury Mfg. Co., and Paul Gass- 
man, Arcade Mfg. Co. 

49—Dietz Lusk, Henry Disston & Sons, Inc. 

50—C. E. Kendall, Jones & Laughlin Steel Corp.; Henrv 
Hoeynck, Shavleigh Hardware Co.; J. W. Patterson, Ameri- 
can Steel & Wire Co., and Ed. H. Hughes, Jones & Laughlin 
Steel Corp. 

51—L. V. Rowlands, HARDWARE AGE; R. G. Hollingsworth, 
P. & F. Corbin; Edwin M. Luther and Robert H. Gates. Tur- 
ner, Day & Woolworth Handle Co., and K. C. Warner, HARD- 
WARE AGE. 

52—Georre Hopf, Herry Disston & Sons, Inc., and Frank Camp- 
bell, Fayette R. Plumb Inc. 

53—Roeb Watkins, Films Hotel, Excelsior Springs. Mo., and Leland 
Pvle, Ivanhoe Club, Kansas City, Mo. 

54—Wm. Olsen and R. G. Patterson, Lamson & Sessions Co. 

55—Bert J. Clark. Bert J. Clark Co. 

56—Don Cook, Columbia Steel Tank Co.: W. P. Schwarm, Milcor 
Steel Co., and John Metz, P. & F. Corbin. 
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COMPLAINT FILED AGAINST HARDWARE WHOLESALERS 
BY FEDERAL TRADE COMMISSION 


National Wholesale Hardware Association, its officers, certain mem- 


ber companies and 


three non-members referred 


to as cooperating 


companies cited. Association will file answer denying allegations and 
asking for dismissal on grounds that charges are totally unfounded. 


The National Wholesale Hard- 
ware Association, its officers, ex- 


ecutive committee, advisory board, | 


member companies and three non- 
member companies identified as 
“several cooperating companies” 
have been charged by the Fed- 
eral Trade Commission with vio- 
lation of the Federal Trade Com- 
mission Act in the sale of 
hardware and kindred. merchan- 


dise. The complaint alleges that 


the respondents engaged in an | 


understanding, combination and 
conspiracy to hinder and suppress 
competition among dealers and 
manufacturers and to create a 
monopoly in the interstate sale 
of their products. 

The charges specifically men- 
tion the following officers of the 
N.W.H.A.: President, Glenn E. 
Jennings, Wright & Wilhelmy 
Co., Omaha, Neb.;  vice-presi- 
dents, W. W. French, Moore- 
Handley Hardware Co., Birming- 
ham, Ala.; F. F. Thomson, Thom- 
son-Diggs Co., Sacramento, €al., 
aud, A. J. Becker, Ohio Valley 
Hardware & Roofing Co., Evans- 
ville, Ind., and _ secretary-trea- 
surer, George A. Fernley, Phila- 
delphia. Also cited are members 
of the executive committee: John 
M. Holmes, Holmes Hardware 

, Pueblo, Colo.; W. P. Tracy, 
aitacy-Wells Co., Columbus, 
Ohio; C. R. Watkins, Watkins- 
Cottrell Co., Richmond, Va.; 
Henry A. Hoeynck, Shapleigh 
Hardware Co., St. Louis, Mo.;: 
H, H. Kimball, Barker, Rose & 
_eeKimball Co., Elmira, N. Y.; R. 
H. Baker, Fones Bros. Hardware 
Co., Little Rock, Ark.; John M. 
Burbank, Farwell, Ozmun, Kirk 
& Co., St. Paul, Minn.; Edwin F. 
Flato, Corpus Christi Hardware 
Co., Corpus Christi, Tex., and J. 
W. McClean, Edwards & Walker 
Co., Portland, Me. The advisory 
board members cited are: 
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| 300 associations’ 
class” the 





F. H. | 


Heitman, The F. W. Heitman 
Co., Houston, Tex.; A. H. 
Nichols, Buhl Sons Co., Detroit, 
Mich.; C. J. Whipple, Hibbard, 
Spencer, Bartlett & Co., Chicago, 
Stratton, The Strat- 
ton-Warren Hardware Co., Mem- 
phis, Tenn.; Shannon Crandall, 
California Hardware Co., Los 
Angeles, Cal., and Mark Lyons, 
McGowin-Lyons Hardware & 
Supply Co., Mobile, Ala. 


The Federal Trade Commis- 
sion’s release covering these 
charges, dated Sept. 24, 1941, 


specifically mentions as “Re- 
spondent member companies al- 
leged to be representative of the 
members as a 
following: Farwell, 
Ozmun, Kirk & Co., St. Paul, 
Minn.; Marshall-Wells Co., Du- 
luth, Minn.; Wimberly & Thomas 
Hdwe. Co., Inc., Birmingham, 
Ala.; Harper & Reynolds Corp., 
Los Angeles; C. A. Crosta, Inc., 
Denver, Colo.; Sechtmen Hard- 
ware Co., Inc., Hartford, Conn.; 
Railey-Milam, Ine., Miami, Fla.; 
Idaho Hardware & Plumbing Co., 
Ltd., Boise, Idaho; Butler Bros., 
Chicago; Schlatter Hardware 
Co., Inc., Fort Wayne, Ind.; Har- 
per & McIntire Co., Iné, Cedar 
Rapids, Iowa; Peasleé;Gaulbert 
Corp., Louisville, Ky.; Woodward 
Wight & Co., Lid., New Qrleans; 
Phillips Hardware Co., Inc., 
Cambridge, Md.; Joseph Breck 
& Sons Corporation, Boston; Sim- 
mons Hardware Co., St. Louis; 
R. F. Willis & Bro., Inc., Penns 
Grove, N. J.; Burhans & Black, 
Inc., Syracuse, N. Y.; Oklahoma 
City Hdwe. Co., Inc., Oklahoma 
City, Okla.; Stickter Hardware 
Co., Iné&, Reading, Pa.; Lorick 
& Lowrance, Inc., Columbia, 
S. C.; Keith-Simmons Co., Inc., 
Nashville, Tenn.; Vermont Hard- 


ware Co., Inc., Burlington, Vt., 


| and Charles Leonard Hdwe. Co., 
Inc., Petersburg, Va. 

| According to the complaint, 
| The Hall Hardware Co. and 
Janney-Semple-Hill & Co., both 
of Minneapolis, and Kelley- How- 
Thomson Co., Duluth, Minn., 
while not members of the asso- 
ciation, cooperated with the as- 
sociation and some of its mem- 
bers in the activities alleged in 
the complaint. 

The complaint charges that, 
pursuant to the respondents’ un- 
derstanding, combination and 
conspiracy, the respondent asso- 
ciation has coerced .and com- 
pelled manufacturers to confine 
sales to association members or 
to others deemed by‘the associa- 
tion to be “legitimate? whole- 
salers, under penalty of being 
reclassified by the association; 
and the association encouraged, 





MANAGES PERFECTION’S 
PHILA. WAREHOUSE 


J. E. Sohl has been appointed 
manager of Perfection Stove 
Company’s warehouse at 600 
South Delaware Ave., Philadel- 
phia, succeeding O. Q. Williams, 
who resigned. Mr. Sohl has long 
been employed in the factory and 
office of the company in Cleve- 
land. 


GREENE, NOW VICE- 
PRESIDENT CHARGE OF 
STARRETT SALES 


W. J. Greene, general sales 
manager of the L. S. Starrett Co., 
Athol, Mass., has been made 
vice-president in charge of sales 
and J. R. Cullen, long associated 
with the export department of 
The L. S. Starrett Co., has been 





appointed export manager. Mr. 








ceerced and compelled its mem 
bers to refrain from purchasing 
their requirements from manu 
facturers who are not confining 
their sales to such “legitimate” 
wholesalers. 

The complaint alleges that the 
non-member respondents, coop 
erating with certain association 
members, have attempted to pre- 
vent hardware manufacturers 
from supplying to certain dealers 
their requirements of such man- 
ufacturers’ products and have 
attempted by coercion and com- 
pulsion to induce manufacturers 
to refrain from furnishing their 
products to wholesalers except at 
prices in excess of those paid 
by member and non-member re 
spondents for such products. 

The complaint grants the re 
spondents 20 days for filing an- 
swer. HARDWARE AGE understands 
that the National Wholesale 
Hardware Association will file an 
answer on behalf of its members, 
denying the allegations and ask- 
ng for a dismissal of the com- 
plaint on the basis that the 
charges are totally unfounded. 


Greene préVious to his appoint- 
ment ‘as genefal sales manager 
in 1939, was eastern sales man- 
ager for the cOmpahy. 





WILLIAW J. GREENE 


HARDWARE AGE 
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DEFENSE HOUSING UNITS GIVEN PRIORITY AID; 
DEFENSE HOUSING CRITICAL LIST CREATED 


Systems established for granting project preference rating. Priorities Division autho- 
rized to assign one rating to be used to secure delivery of scarce building mate- 
rials appearing on critical list and which will go into any one defense housing project. 


(Washington Bureau 

of HARDWARE AGE) 
The OPM priorities division 
has made effective a priority as- 
sistance plan for building 200,- 
000 privately financed 
housing units. The action cre- 
ates a defense housing critical 
list, establishes a system for 
granting project preference rat- 


ings, and defines defense housing | 


as including family units of not 
more than $6000 in value and 
suitable or necessary for defense 
workers. 

The defense housing critical 
list includes a seven-page listing 
of iron and steel items essential 
to housing construction, as well 
as electrical equipment, plumb- 
ing and gas distribution systems, 
heating and ventilating equip- 
ment; household equipment, and 
land development items. 

The text of that part of the 
order which specifically includes 
certain designated items of build- 
ers’ and cabinet hardware under 
the iron and steel products clas- 
sification follows: 

“Builders and Cabinet Hard- 
ware—with parts of steel or iron 


only except necessary bushings | 


and pin tumbler assemblies of 


latch bolts, dead bolts, and stop 
buttons in exterior lock assem- 
blies of brass or bronze; knobs, 
push plates, drawer and other 
pulls of glass or other non-metal- 
lic material. Exposed steel parts 
for exterior use Japanned or 
primed for painting, lacquered 
over phosphate coating or cad- 
mium coated, and excluding fin- 
ishes of zine coating, nickel or 
chromium plating except as be- 
low noted: 

“a. Nails, screws, bolts, nuts 
and washers, ferrous metal gen- 


tional, for roof coverings and 
wall ties only. 
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defense | 


| denberg, 
erally uncoated; zinc coated, op- | 


“b. Wall ties zine coated for|thorizing the priorities division 
masonry veneer over frame con-J to assign one rating to be used to 


struction. 


“ce. Pulleys and sash balances. 
(1) Uncoated Japanned or 
painting, fer- 


primed for 
rous metal, 


(2) Electroplated zine on | 
spiral and 


ferrous metal 
similar sash balances. 
(3) Weights, cast iron. 


“d. Self-releasing fire exit-de- 
vices, as for builders’ hardware 


abov e. 


quered. 


“NOTE: Hardware used _ ex- 


teriorly under extreme exposure 


conditions—as in salt air, zinc 


coated in lieu of as above listed.” 


The method devised for issu- 
ing project preference 
eliminates the necessity for many 
different 
for different 


| accommodate 
|and lower ratings for new con- 

“e. Wood venetian blind hard- | 
ware and shade fixtures, ferrous | 
metal, primed for paint or lac- 


ratings | 
| pliers. The 
individual applications | can extend the rating to their 
materials, by au- 


secure delivery of scarce building 
materials appearing on the criti- 


}eal list and which will go into 


any one defense housing project. 

While all defense housing rat- 
ings will be in the defense, or 
“A” class, the highest rating goes 
to projects under construction on 


| Sept. 1, the next highest for re 


and rehabilitation t> 
defense worker. 


modeling 


struction for rent and for sale. 
After qualifying as defense 


| housing, a rating, assigned in the 


field by the priorities division to 
the particular job involved on ¢ 
project rating form, will be given 


| to the builder of private housing. 
| The builder can extend the rat 


ing by executing a copy of th: 
order and serving it on his sup- 
suppliers in turn 


own suppliers in the same way. 


Record Crowd Expected at Chicago Show 


Over 200 of the leading house-|to increase and strengthen trade 


| wares and major appliances ex- 
brass or bronze and optionally, | 


hibitors have taken space, as of 
September 15, in the 1942 Chi- 
cago Housewares Show. The 
Housewares and Major Appli- 
ances Exhibit, sponsored by the 
Housewares Mfrs. 


Palmer House on January 4 to 
9 inclusive, is expected to break 
all records for attendance. Deal- 
ers are being forced to look for 
new buying sources because of 
oversold conditions, strikes and 


jother factors of present sources. 


According to A. W. Bud- 
promotional manager, 
“Indications are that all parties, 
both buyers and sellers will come 
in large numbers to this show 


| relations.” 
| great many things to talk over, 





Both sides have a 
and new plans to make for the 
coming year under new condi- 
tions. There has been some talk 


|about substitute items being of- 
Assn.,_ Ine., | 
and to be held at Chicago at the | 


fered, but this is not the general 
rule. Most manufacturers are 


| sticking to the items which the | 


public has shown to be satisfac- 
tory by repeated purchases. 
This Chicago Housewares and 
Major Appliances Exhibit will 
again contain five floors of house- 
wares, and, in addition, larger 
space for the major appliances in 


the Red Lacquer Room and the | 


Exhibit Hall of the 


House. 


Palmer | 





LEONARD C. DAVIS 


DAVIS IS COLT’S SMALL 
ARMS SALES MANAGER 


L. C. Davis was recently ap- 
pointed sales manager of the 
Colt’s Patent Fire Arms Mfg. 
Co., Hartford, Conn. Mr. Davis 
joined the company in 1928 as 
assistant advertising manager. In 
1929 he was appointed advertis- 
ing manager for the arms and 
“Autosan” dishwashing machine 


| division and in 1934 he was made 


advertising manager for the en- 
tire company, including its elec- 
trical and plastic division. 


AMERICAN FIRSTOLINE 
MOVES OFFICES 

American Firstoline Corp., 
manufacturer, distributor and ex- 
porter of a complete line of 
chemicals and pigments, espe- 
cially French Process zine oxides, 
zinc carbonate, copper sulphates, 
nickel sulphate, etc., as well as 
non-ferrous metals and _ alloys, 
announces that the sales and ex- 
port offices of the company have 
been moved from Long Island 
City to the Graybar Building, 
420 Lexington Avenue, New 
York City. Laboratory and stor- 
age facilities will continue to be 
maintained at the Long Island 
City address, where expansion of 
these facilities is under way. 
American Firstoline Corporation 
is also acting as sole sales agent 
for the Gulton line of non-ferrous 
metals, alloys and bearing metals. 
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DEFENSE TO BE EMPHASIZED AT JOINT CONVENTION 
OF MANUFACTURERS-JOBBERS, OCT. 13 TO 16 


Recognition of the fact that 
full war economy is being rapidly 
enforced upon the nation is ex- 
pected to assure large attendance 
at the 83rd semi-annual conven- 
tion of the American Hardware 
Manufacturers Association and 
the 47th annual convention of 
the National Wholesale Hard- 
ware Association, Oct. 13-16, 
1941, at the Marlborough-Blen- 
heim Hotel, Atlantic City, N. J. 
Although the convention will not 
formally open until Monday eve- 
ning, Oct. 13, because of the op- 
portunities for informal contacts 
afforded by the free time on Sun- 
day and Monday, it is expected 
that a large proportion of the 
delegates will be early arrivals. 
Registration will as usual begin 
at 9:00 o’clock Monday morning. 

From 8:30 to 9:00 on Monday 
evening a musical program will 
be presented and will be followed 
by the joint open meeting of the 
two associations. Richard Harte. 
president of the manufacturers’ 
group, will briefly welcome the 
delegates and introduce the offi- 
cers of the other associations. 
The address of the evening. 
“American Business Will Not 
Retreat,” will be delivered by 
Dr. G. W. Dyer, Professor of 
Economics, Vanderbilt 
sity, Nashville, Tenn. 

On Tuesday, Oct. 14, the asso 
ciations will hold separate ses- 
sions. President Harte will open 


Univer- 


the manufacturers’ meeting. Er- | 


nest V. Moncrief, president of 
the Swan-Finch Oil Corp., New 
York City, and member of the 
Committee on Government Fi- 
nance, of the National Associa- 
tion of Manufacturers, will dis- 
cuss “The Challenge to Industry 

—Industry Answers the Call for 
Defense of Democracy and Free- 
dom.” This will be followed by 
an address, “America’s Sea 
Power in the Atlantic and Pa- 
cific,” by Admiral Yates Stirl- 
ing, Jr., late Chief of Staff, of 
the United States Fleet. 

The wholesalers’ complete pro- 
gram for that morning has not 
yet been announced. Tuesday 
afternoon and Wednesday after- 
noon, Oct. 15, members of the 
National Association of Sheet 
Metal Distributors will hold their 
meeting. 

At the Wednesday morning 
session of the manufacturers, the 
program will feature a single ad- 
dress, “What We Can Do for 
Democracy,” by Channing Pol- 
lock. The wholesalers at their 
meeting will hear E. E. Little, 
wage and hour consultant, on the 
subject, “The Wage and Hour 
Law and Its Enforcement,” Mr. 
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Little was formerly regional di- 
rector of the Wage and Hour 
Division in New York City. 

At 11:15 on Wednesday morn- 
ing there will be a joint meeting 
of the two associations, devoted 
to the question of industrial pri- 
orities. Preceding the discussion 
a principal of the Supply Pri- 
orities and Allocations Board will 
outline the policies of the Board 
with respect to both defense and 
civilian requirements. 

Wednesday afternoon at 2:15, 
there will be an epen meeting 
of the Hand Tool Group. Present 
will be members of a committee 
(consisting of manufacturers, 
wholesalers, and retailers) which 
has been active in studying the 
priorities situation as it relates 
to commercial distribution. This 
subject will be open to informal 
discussion. 

On Thursday morning, Oct. 16, 
the concluding sessions will be 
given over to routine affairs, re- 
ports of committees, election of 
officers, etc. 

The entertainment program 
will consist of informal dancing 
following the opening meeting, 
Monday night. On Tuesday af- 
ternoon there will be a bridge 
and tea for the ladies. On Tues- 








day evening a program will be 
presented by the Philco Men’s 
Glee Club of Philadelphia, and 
Fanny May Baldrige, radio’s 
“Mammy Magnolia and Mammy 
Gardenia.” That will be fol- 
lowed by informal dancing. Wed- 
nesday afternoon the ladies will 
enjoy chair rides on the famous 
Boardwalk and in the evening 
there will be the formal ball, a 
feature of which will be exhibi- 
tion ballroom dancing by Can- 
sino and Charlene. 


X-Club 
The X-Club, departing from 
custom, will hold a luncheon in 
the Green Room, Blenheim side, 
at 12:30 p. m., Tuesday, Oct. 14. 


Old Guard 
The Old Guard, Southern 
Hardware Salesmen’s  Associa- 
tion, will hold its luncheon in 
the Marlborough dining room, 
at 12:30 p. m., Wednesday. 


Central States 
The Central States Hardware 
Club will hold its annual dinner, 
Sunday, Oct. 12, at Hackney’s, 
to be preceded by cocktails from 
5:30 to 6:30 p. m. 


| Frederick G. Russell Retires From 


Landers, Frary & Clark After 70 Years 


| Frederick G. Russell, traffic 
| manager of Landers, Frary & 
Clark, New Britain, Conn., was 
retired recently after complet- 





FREDERICK G. RUSSELL 


ing 70 years of continuous ser- 
vice with the company, and with 
his retirement the traffic world 
lost one of its outstanding charac- 
ters as he was generally con- 
sidered the dean of New England 
Traffic executives. 

September 15, the day upon 





which he was retired, was the 





anniversary date of his entering 
the employ of Landers, Frary & 
Clark in 1871, when he started 
at the age of 10. Landers, Frary 
& Clark at that time manufac- 
tured hardware and cutlery. Mr. 
Russell literally grew up with 
the company, working with every 
president that Landers, Frary & 
Clatk has had in its nearly 100 
years of existence. 

During his 70 years of service, 
Mr. Russell has witnessed the 
expansion of Landers, Frary & 
Clark into many fields which in- 
clude today the manufacturing of 
electrical table appliances, 
ranges, home laundry equipment 
and vacuum cleaners as well as 
the hardware, vacuum bottle and: 
cutlery lines established earlier. 
Despite his eighty years, Mr. 
Russell worked actively every day 
up to the date of his retirement 
and among his associates is 
known for his progressive, young 
outlook on life. 








HARDWARE WEEK 


National Hardware Week will 
be celebrated April 16-25, 1942. 











WILBUR HIGGINS, JR. 


WILBUR HIGGINS, JR.. NOW 
A STARLINE DIRECTOR 


At the annual meeting of Star- 
line, Inc., Harvard, Ill., held 
Sept. 8, Wilbur Higgins, Jr., was 
elected a director of the com- 
pany. He is also in charge of 
the company’s jobbing sales. 

Mr. Higgins has been associ- 
ated with Starline since 1930. 
He served as a salesman on the 
Pacific Coast and then was trans- 
ferred to Harvard, IIl., where he 
subsequently assumed his pres- 
ent position, that of having 
charge of jobbing sales. 


ON REFRIGERATOR 
DEFENSE COMMITTEE 


R. C. Cosgrove, vice-president 
and general manager, manufac- 
turing division of The Crosley 
Corp., has been appointed a 
member of the mechanical house- 
hold refrigerator sub-committee 
of the Electrical Defense Indus- 
try Advisory Committee, which 
is cooperating with the Office of 
Production Management and the 
Office of Price Administration 
and Civilian Supply in Washing- 
ton, D. C. 

Invitation to Mr. Cosgrove to 
serve on this committee was ex- 
tended by Sidney J. Weinberg. 
chief of the bureau of clearance 
of defense industry advisory com- 
mittees, at the direction of the 
OPM and on recommendation of 
Lewis A. Jones, governmental 
presiding officer of this sub-com- 
mittee. 

The sub-committee, of which 
Mr. Cosgrove is a member, will 
advise the OPM and other de- 
fense agencies with respect to 
the problems of the mechanical 
refrigeration industry growing 
out of the defense program. 


HARDWARE AGE 
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NEW TAX LAW HITS APPLIANCES, 
SPORTING GOODS AND FIREARMS 


The 11 per cent excise 
permanent. Annual use 


tax on firearms made 
tax ranging from $5.00 


to $200 imposed on boats as well as 10 per cent 
manufacturers’ excise tax on sporting goods. 


(Washington Bureau | 
of HARDWARE AGB) | 
The $3,553,400,000 new reve- | 
nue law enacted by Congress, | 
hitting the taxpayer in a dozen | 
different ways, levies an excise of | 
10 per cent on electric, gas and | 
oil appliances, stoves, refriger- | 
ators, washing machines, radios | 
and sporting goods. It makes | 
permanent the existing 11 per | 
cent excise tax on firearms and | 
imposes an annual use tax on 
boats ranging from $5 for plea- 
sure craft of 16 to 28 ft. in length | 
to $200 for boats 200 feet in| 
length. 
A 10 per cent manufacturers’ | 
excise tax on sporting goods is 
imposed. 

The tax on refrigerators is ap- 
plicable to those operated with 
any mechanical unit whether 
powered by electricity, gas, kero- 
sene, or gasoline. The tax on 
electric, gas and oil appliances 
specifically includes fans, water | 
heaters, flatirons, heating pads, 
cooking appliances, electric mix- 
ers and household type electric | 
vacuum cleaners. 

The House bill proposed to 
limit the washing machines tax 
to those used in commercial 
laundries but the Senate and 
final drafts broadened this pro- 
vision to cover all washing ma- 
chines including household types. 

Six months in the making,. the 
new revenue measure provides 
for sharply increased taxes on 
individuals, corporation and ex- 
cess profits taxes in all brackets. 
The statute will increase Federal 
revenue to an estimated $13,000,- 
000,000 during 1942 but falls| 
short by more than one half of | 
covering what the government 
will spend during the same pe- 
riod on defense and non-defense 
activities. 

Even before the ink dried on 
the President’s signature, Con- 
gressional and Treasury Depart- 
ment tax experts were talking in 
terms of the next and future tax 
laws. 





In general, the measure in- 
creases individual and corpora- 
tion surtaxes and increases the 
yield of so-called “nuisance” 
taxes. New levies will apply to 
the incomes of corporations and 
individuals earned during the 
calendar year 1941. First install- 
ments on income taxes will not 
be payable until March 15, 1942, 
but new “nuisance” taxes will 
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be effective as of Oct. 1 this year. 
The latter taxes are expected to 
yield revenue immediately. 


Except for knocking out the | 


provision for an annual capital 


stock declaration, the conference | 


committee, composed of members 
of both Houses who iron out dif- 
ferences between House and 
Senate drafts, accepted the Sen- 
ate treatment of corporate in- 
come both normal and _ excess 
profit. 


For example, the law as finally 


enacted provides surtax rates of 
6 per cent on the first $25,000 of 
corporate earnings and 7 per 
cent on the remainder, as com- 
pared to the surtax rates of 5 and 
6 per cent embodied in the House 
draft. The new revenue law also 
increases slightly the normal 
rates on corporate incomes below 
$25,000 in order to eliminate 
fractional percentages caused by 
the special 10 per cent defense 
tax. 

A Treasury Department chart 
estimates that by virtue of the 
excise taxes the new revenue law 


| will increase the tax yields on 
|certain items by these amounts: 


Refrigerators, refrigerating ap- 
paratus, and air-conditioners, 
$16,600,000; radio receiving sets 
and parts, $9,400,000; sporting 
goods, $8,500,000; electric, gas 





and oil appliances, $31,800,000: | 


washing machines, $400,000. 


M.E.W.A. BOOKLET SHOWS 
IMPORTANCE OF AUTOMO- 
TIVE JOBBER TO DEFENSE 

The Motor and Equipment 
Wholesalers Association has just 


issued a booklet in behalf of all | 


automotive wholesalers, designed 
to show the vital part the Auto- 
motive Wholesale Distributors of 
America play in the giant task of 
maintaining the millions of cars, 
buses, trucks and tractors in ser- 
vice throughout the nation. This 
booklet entitled “Arsenal of Dis- 
tribution For Defense” also por- 
trays the important part that 
automotive wholesalers can_ in- 
creasingly and directly play in 
our defense program. Containing 
16 pages with many pictorial 
charts and maps, it is being dis- 
tributed to automotive jobbers, 
automotive after-market manu- 
facturers, Government purchas- 
ing agents and contracting of- 


ficers, officials of OPM and to all | 


members in both houses of Con- | 


gress. 








Polished Chrome.Rust-Proof Metal 
Priced to Defy Competition 


No. CM-520 (Colored Lines) 


Drawer Pull 3!/," Overall, 
2" Centers. 
Pack | dozen. Weight 134 |b. 


RETAIL VALUE 25¢ EA. 


No. CM-525 (Colored Lines) 

Drawer Pull 37%" Overall, 

3" Centers. 

Pack | dozen. Weight 2 lbs. 
RETAIL VALUE 28¢ EA. 





No. CM-520 [Plain Lines) 


Drawer Pull 3!/," Overall, 

2" Centers. 

Pack | dozen. Weight 134 |b. 
RETAIL VALUE 20¢ EA. 





No. CM-525 (Plain Lines) 


Drawer Pull 37/," Overall, 
3"" Centers. 
Pack | dozen. Weight 2 Ibs. 


RETAIL VALUE 25¢ EA. 








No. CM-515-R 


Knob Height |", 

Length 1!4", Width %" 

Pack | dozen. Weight | |b. Pack | dozen. Weight | Ib. 
RETAIL VALUE 15¢ EA. RETAIL VALUE 15¢ EA. 


te COLORED LINES available in: B-Black, R-Red, 
G-Green, BL-Blue, Y-Yellow, I-lvory. All pulls individ- 
ually packed in cellophane bag including 2 screws. 


CALIFORNIA WARE 
DIVISION OF 
PLASTIC & DIE CAST PRODUCTS CORP. 
Largest Molders West of Chicago 
1010 EAST 62nd ST. LOS ANGELES, CALIF. 


No. CM-515 


Knob Height |", 
Length 1'4,", Width %" 
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UNION HARDWARE 
ICE 
SKATES 


Capes 


PRE: 





PN 





A 3-WAY BUSINESS-BUILDING LINE 


e BUILDS VOLUME SALES 
e BUILDS GOOD WILL 
e BUILDS PROFITS 


The ice skate business you will build with the widely known 
Union Hardware line is the kind of business you want more of :— 
brisk, steady sales that mean satisfied customers and solid profits, 
too. Stand-bys for more than seventy-five years, skates bearing the 
familiar “Union Hardware” emblem carry a high degree of 
recognition value. Buyers know that Union Hardware’s many 
years of manufacturing experience mean popular priced skates, 
made of fine steel and skillfully crafted, that put extra pleasure 
into skating because they stand up longer—give consistent top- 
grade performance. Let Union Hardware Ice Skates help you to 
a welcome increase in fall and winter sales. Consult with your 
jobber now and arrange to order a full season’s stock. 





TUBULAR CLAMP HOCKEY SKATES 
STANDARD SCREW-CLAMP SKATES 
SCREW - CLAMP HOCKEY SKATES 
SCREW-TO-BOOT HOCKEY SKATES 
SCREW-TO-BOOT FIGURE SKATES 


Union Hardware 
Ice Skates are 
available in a com- 
plete range of sizes 
in the styles listed 
at right. For full 
particulars, ask for 
Catalog 35. 
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NEW YORK OFFICE IS'I CHAMBERS STREET 








jthe terms of the 


20 ESSENTIAL INDUSTRIES TO GET 
PRIORITY REPAIR AID BY NEW PLAN 


| 

A new plan to grant priority | 
assistance for repair work in cer- 
tain essential industries has been | 
announced by Priorities Director | 


Nelson. The new plan takes the | 
place of the Maintenance and | 
Repair Order which was an- | 


nounced Aug. 8 but was never | 
actually because of ad-| 
ministrative difficulties in han- 
dling the paper work it would | 
have involved. 


issued 


| 


The new plan provides machin- 
ery under which: priority status 
for repair work in 20 industrial | 
classifications can be obtained, | 
so that firms and agencies in 
classifications may obtain | 
repair parts promptly. The re- 
vised permits qualified 
producers or suppliers to apply | 
a preference rating of A-10 to! 


i 
\ 


those 


scheme 


deliveries of required repair 
parts by endorsing a_ special | 
statement on purchase orders, 


| certifying that the material being 


ordered is for repair work under 
order, P-22. 


|The order can be used also to 


get deliveries for “emergency 


| inventory.” 


| 


Repairs are defined in the or- 
der as repairs needed because of 
an actual or imminent break- 
down. Emergency inventory is 
defined in the order as the mini- 
mum inventory of material re- 
quired to provide for repairs to | 


actual or imminent | 


meet an 

| reak-down. | 
The present order is designed | 

primarily to protect todas | 


| against sudden break-downs and | 
|is regarded as an interim mea- 








sure. The entire inventory prob- | 
lem is to be studied further with 
a view to providing broader pri- 
ority assistance. 

Other 
adiled 


classifications may be 
from time to time, and 
orders may be worked 
out to meet problems in certain 
industries. The classes in the 
present order are as follows: The 
following Federal State, county, 
and municipal services—fire and 


special 


police services; highway main- 
tenance. 
Carriers: (a) urban, suburban, 


interurban, and 
mon, contract, 


intercily com- 
and private car- 
riers of passengers or freight by 
electric railway, electric coach, 
motor truck or bus, including 
terminals. (b) railroads, includ- 
ing terminals. (c) shipping 
commercial carriers of freight 
and passengers by ocean, lake, 
river, or canal, including ter- 
minals. 
plants engaged in 
producing chemicals by chemical 
processing of raw materials. 
Coke converting. 


Chemicals 





Educational institutions (in 
'cluding vocational training). 

Explosives—plants engaged in 
manufacturing explosives. 

Farm machinery and equip 
| ment—plants engaged in manu 
|facturing farm machinery am. 
equipment. 

Food processing or storing 
| plants engaged in any of the fol 
| lowing: milling, refining, presery 
ing, refrigerating, wholesaling, o 
storing of food for human con 
sumption or livestock feed. 

Highway 
equipment—plants 
the production of 
used for highway 

Hospitals, 
riums. 


maintenance and 
engaged — in 

equipment 
maintenance. 
clinics, and sanato 


Lumber—plants engaged — in 
the production of lumber (in- 
cluding planing, drying, storing, 
and treating of lumber), cooper- 
age, plywood, and millwork. 
plants engaged 
newspapers. 


Metallurgy 
the publication of 


Mines and quarries (including 


ore dressing or processing plant~ 
and smelting facilities). 
Newspapers — plants engaged 


in the publication of newspapers. 
Petroleum production, refining, 
and transportation—plants and 


equipment used in petroleum 
production, refining and trans 
portation. 

Radio—commercial — broadcast 


| ing and communication (not in 


cluding home receiving sets). 

Rubber and rubber products 
plants engaged in the production 
of rubber and rubber products. 
including reclaimed and = syn- 
thetic rubber. 


Research laboratories —- indus 
trial and academic. 
Shipyards and ship repair 


yards engaged in building and 
repairing ships (excluding yards 
devoted principally to pleasure 
craft). 

Telephone and telegraph com 
munications. 


HARDWARE, TOOL EXPORT 
SUBJECT OF N. Y. MEETING 


(Washington Bureau 
of HARDWARE AGE) 

At the convention of the Na- 
tional Foreign Trade Council in 
New York, Oct. 6, 7, and 8, the 
afternoon of the second day will 
be devoted to the export situa- 
tion regarding hardware and 
tools. Donald S. Parris, indus- 
trial analyst, Department of 
Commerce, has been made con- 
ultant for the session, of which 
Harry J. Sheehan, export man- 
ager of the Norton Co., New 
York, will be chairman. 


HARDWARE AGE 
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OFFICERS OF THE NUTMEGGERS at the Annual Golf 
Tournament, left to right: Ernest J. Bolduc, Jr., Wickwire 
Spencer Steel Co., chairman Entertainment Committee; George 
Graham, The Collins Co., first vice-president; President Harry 








W. Murray, American Steel & Wire Co., presents trophy to hard- 
ware dealer F. T. Blish, Jr.. Manchester Hdwe. & Supply. Man. | 
chester, Conn.: Raymond L. Rose, Benj. Moore & Co., second | 
vice-president; and Earle J. Hopwood, Olds & Wipple, Inc.. 








secretary-treasurer, 


F. T. Blish, Jr.. Wins 


More than 50 members and 


Nutmeggers Trophy 
Co.; Raymond L. Rose, Benj. 


hardware dealer guests attended | Moore & Co.; J. Hirst, Church 


the fifth annual golf party and 
dinner of the Nutmeggers, Inc., 
held during the afternoon and 
evening of September 10, at the 
Avon Country Club, Avon, Conn. 

The stake for the golfers was | 
the “Nutmegger Golf Trophy,” | 
won by F. T. Blish, Jr., hardware 
dealer, Manchester Hardware & 
Supply Co., Manchester, Conn., 
with a low gross of 87 from the 
present holder of the trophy Nut- 


|& Morse, 





megger H. C. Tilley, Jr., Re- 
public Steel Corp. 

Golf balls were awarded to the | 
following winners of “kicker” | 


prizes: John Stefanick, Judson | 


Meridian; W. C. 
Meade, Meade, Lemon Paint | 
Co.; C. A. Peterson, Tracy, Rob- | 
inson, Williams Co.; and H. M. 
Easton, National Twist Drill & 
Tool ( 0. 

A dinner was served after the 
golf party, after which the trophy 
and prizes were awarded. This 
was followed by a short business | 
session. All arrangements for the 
party were made by the enter- 
tamment committee headed by 
Ernest J. Bolduc, Jr., Wickwire 
Spencer Steel Co. Harry W. 
Murray, American Steel & Wire 


Neal Hardware, Southington; F.|Co., president of the organiza- 


J. Trieber, Clark Brothers Bolt | 


N. Y. PAINTMEN HEAR | 


TALK ON OPM OPERATIONS 


J. B. Davis, special advisor on 
protective coatings to the OPM, | 
discussed activities and rulings | 
of the OPM at a meeting of | 
metropolitan New York paint 
and allied line manufacturers 
held in the Hotel Martinique, 
New York City, under the aus- 
pices of the New York Paint, 
Varnish & Lacquer Association, 
Sept. 11. More than 200 attended 
the meeting which was presided 
over by Leo Roon, Roxalin | 
Flexible Lacquer Co., president | 
of the association. Paul S. Ken- 
nedy, Murphy Varnish Co., chair- 
man, Industrial Finishes Divi- 
sion, Protective Coatings Section, 
OPM, who introduced Mr. Davis, 
made a brief talk pointing out | 
that conditions in the paint in- | 
dustry are quite different today 





than they were in 1917. Today 
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tion, presided at the meeting. 


the industry is one of scientific 
men, whereas it was made up 
of practical men in 1917, and it 


lis now fortified with hundred 


of trained technical men. | 

Comparing the — depression | 
days, and now, Mr. Davis pointed | 
out that surpluses worried the | 
industry then, whereas shortages 
are the problem today. Few of | 
us can picture $7,000,000,000 of 
equipment. As yet we haven't | 
seen anything in shortages. As | 
to needs for defense he pointed 
out that it is impossible to de- 
pend on statistics as it is neces- 





| sary to project ahead, with coop 
| eration between government and 


industry. Ningty-five per cent of 
industry will, he declared, play 
ball, and it is therefore desirable 
where possible to keep things off 
priorities and work through in- 
dustry. OPM is divided into 
three units covering priorities, | 
production and purchasing. 










The MID-STATES 
TIME PAYMENT PLAN. 


—makes it easy for the 
customer and for you..to 
boost the volume on each 
sale. No down payment 
required— UP TO 36 
MONTHS TO PAY— no 
credit risk on your part! 
Your cash in full immedi- 
ately. Only 25% need be 
Mid-States Products, the 
rest your regular lines of 
a farm improvement 
nature, or implements. 


ADVERTISED. 
to YOUR Customers 


Every month, during the fence selling 
season, a total of 3,300,000 customers 
will read about the Mid-States Time 
Payment Plan in leading farm papers. 
Why not invite lasting customers and 
increased sales . . . write for details. 


MID-STATES STEEL & WIRE CO. 


CRAWFORDSVILLE, - 
INDIANA - 





MORE VOLUME 
MORE PROFIT 


en 

















WINCHESTER’S FIFTY YEAR CLASS—This group of “youngsters” have loyally served the 
Winchester Repeating Arms Co., Div., Western Cartridge Co., New Haven, Conn., for at least 
fifty years. Their total employment record is more than eleven centuries, yet they are hale 


and hearty and invaluable to 


Winchester’s progress. 


These gentlemen were guests of honor 


at a banquet given by Winchester for the members of the Twenty-Five Year Club in New 
Haven, Connecticut, on September 27th. They are, left to right, first row: John T. O’Connor, 
Edward F. Shields, William McHugh, Joseph L. DeScheen, Sr., William H. Pickett, Frederick 
W. Marvin. Second row: Dennis E. Keeley, Burdett R. Davis, Frank F. Burton, James Fields, 


John N. Dickerson, Otto C. Unger, William F. Meehan, Sr. 


Third row: Frank M. Hendricks, 


Ernest C. Taylor, Arthur C. Parker, Albert D. Brace, Harry N. Marvin, Herbert F. Beebe, and 
George E. Ortseifer. Joseph L. DeScheen, Sr., is dean of the group, with 59 years of service. 


Women To Receive Benefits Of 
National Farm Youth Foundation 


Offering a contribution to na- 
tional defense, the National 
Farm Youth Foundation throws 
open its doors to young women 
and will train them to replace 
men of the farm called for mili- 
tary or armament-industry ser- 
vice and, at the same time, qual- 
ify them more capably to carry 
on their duties as farm women. 

Announcement of this new pol- 
icy was made by Roger M. Kyes, 
director of the Foundation, which 
is sponsored by the Ferguson- 
Sherman Manufacturing Corpo- 
ration with the cooperation of 
Henry Ford, founder, and Edsel 
Ford, president of the Ford Mo- 
tor Company. More than 10,000 
young farm men took free of 
cost the Foundation’s university 
extension courses in farm engi- 
neering and management last 
year. More than 60 per cent com- 
pleted the required work and re- 
ceived diplomas. 

Included in the Foundation 
opportunities for which the 
young women will be eligible, is 
the school term accomplishment 
competition. A scholarship of 
$1000, to apply on a course at 
any agricultural college the win- 
ner may select, will be the first 
award in each of the 29 districts 
into which the country has been 
divided. The second award will 
be a $500 scholarship. 

The young women who become 
members of the Foundation will 
also be eligible to enter the an- 
nual tractor operating contest 
which offers prizes in each of 
the same 29 districts ranging 
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from a first award of $200 to a 
tenth of $25. 

Any young woman, between 
the ages of 17 and 26, who lives 
or works on an American farm 
and who can convince the local 
representative of the Foundation 
of the sincerity of her deter- 
mination to obtain an education. 





| is eligible for membership in the | 


| Foundation. 

In addition to the topics of 
last year, the 1941-42 course will 
include training in what to grow, 
how to grow it and a course in 
the use and maintenance of farm 
equipment. The work of the girls 
and women will in every respect 
|be the same as that given the 
young men. 

Decision to accept young wo- 





men into the Foundation was 
prompted by recognition of the 
fact that because of the national 
emergency, women, in the coming 
months, are going to be more and 
more called upon to take over 
tasks once performed by men 
and with which they are not too 
familiar, according to Foundation 
officials. 


THURMAN ARNOLD WILL 
ADDRESS BOSTON 
DISTRIBUTION MEETING 








The Boston Conference on Dis- 
tribution, with the Committee for 
the Voluntary Control of Unfair 
Business Practices, will hold a 
special session on Monday after- 
noon, October 6, at which Thur- 
man Arnold, assistant attorney 
general, will be the principal 
speaker, followed by a confer- 
ence on the subject, “The Bottle- 
necks of Business,” under the 
chairmanship of D. J. Duncan, 
professor of marketing, North- 
western University. 

Mr. Arnold will discuss pro- 
cedure under the Sherman Act, 
with particular reference to the 
consideration of the Administra- 
tion’s policy as described in Mr. 
Arnold’s book, “The Bottlenecks 
of Business,” cooperating with 
business organizations and groups 
in their attempt to eliminate evils 
in their own industries by for- 
ward-looking voluntary _ plans 
within the letter of the law. 








PRIZE WINNER George Gibson, secretary-treasurer Midwest Hardware Co. Lusk, Wyoming, 
| in true western atmosphere—deadwood stagecoach, ten-gallon hat and horse, receives the 


$1,500 cash prize as class “B” winner in the “Home Preparedness” window display contest 
sponsored by Congoleum-Nairn, Inc., Kearny, N. J. The Midwest display simulated a local oil 
field down to the smallest detail—all through the use of “Gold Seal” congoleum products. 
Pumping wells, flowing wells, drilling rigs and even a tower destroyed by fire were realistic in 
| their portrayal. The setting was made of “Gold Seal” congoleum floor coverings. The back- 
| ground scenery of mountains, sky, houses, lawns, roads, trucks, ladders, tanks, fences, flowers, 
| and the figures and derricks were all constructed, using the patterns available in this product. 
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“RED RYDER” TRIO TAKE PACK TRIP: right, 15-year old 
George (Bud) Van Arsdalen, Philadelphia, Pa., and left, 14-year 
old Leon (Tex) Sebastian, Dallas, Tex., winners of first and 
second prizes in the “National Shootin’ and Essay Contest”, 
sponsored by the Daisy Mfg. Co., Plymouth, Mich., and with 
them Fred Harman, Jr., creator of the “Red Ryder” cartoon 
comic strip, getting set for their pack trip to 13,000 ft. high 
Quartz Lake in the Blanco Basin about 50 miles from Pagosa 
Springs, Colo. This was one of the adventures of the two weeks 
all-expense trip, their reward as contest winners. 











200 ATTEND OUTING 
OF BROOKLYN DEALERS 


A full day of sports, topped off 
by a chicken dinner, attracted 
more than 200 dealers, manufac- 
turer agents and salesmen to the 
annual outing of the Brooklyn 


Hardware Association, held Sept. 


10, at Jones Beach, Long Island, 
N. Y. As in previous years the 
chief sports event was the annual 
baseball game between the deal- 
ers and salesmen, the dealer 
team avenging three consecutive 
defeats to the tune of 8-7. Bat- 
teries: dealers— A. Lefko and 
Charles Kleinhardt, and _sales- 
men—Paul Reise, Sargent & Co., 
and John Ellebrecht, The Car- 
borundum Co., Inc. Leroy Ran- 
dell won the golf finals, Jack 
Perkins, J. H. Williams Co., 
being runner-up. Messrs. Allen 
and Randell were winner and 
runner-up respectively in horse 
shoe pitching. George Eberlle, 
Corona, took the honors in the 
standing broad jump and A. P. 
Henricks, Jr., Vaughan & Bush- 
nell Mfg. Co., was the champ of 


the running broad jump con- 
testants. 

Dinner was served that evening 
at the Brauhaus Hotel, Baldwin, 
Long Island, followed by enter- 


tainment. Outing arrangements 
were in charge of a committee 





comprising: Ralph S. Allen, Dia- | 


mond Expansion Bolt Co., secre- 
tary, Brooklyn Hardware Assn.; 
A. Herrmann, Glendale; S. H. 
Atkinson, Brooklyn, first vice- 
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president, New York State Retail 
Hardware Association; Bill 
Hoehlin, Igoe Bros., Inc.; I. B. 
Goldberg, president, Brooklyn as- 
sociation; Sam Singer and E. F. 
Daily. 


SCHORK. MGR.-BUYER 
FOR H. BLUMBERG 


Harold Schork, of H. Blum- 
berg & Sons, Inc., of 278 Front 
Street, Hempstead, N. Y., has 
recently become its manager, 
and among his duties will be 
that of buying merchandise for 
the store. Up to the time of his 
promotion, he was _ associate- 
manager and housewares buyer. 
Mr. Schork has been identified 
with the hardware industry for 
a number of years, having con- 
nection with Irving W. Tuthill 
of Richmond Hill, N. Y. 





HAROLD SCHORK 


WELDWOOD GLUE 
HAS TAKEN HOLD 





Heros W 7 

WATERPROOF 

WELDWOOD PLASTIC RESIN GLUE is not solu- 
ble in water after polymerization. Strenuous wet tests, 
continuous submersion, failed to impair the glue line. 
WELDWOOD is not affected by dampness, salt air 
or steam heat. That’s why customers desire it for 
building, boat and furniture repairs. 


STAINFREE 

WELDWOOD Plastic Resin GLUE is colorless upon 
application and can be used on fine woods, and 
delicate veneers without danger of “bleed.” No won- 


der fine work demands WELDWOOD GLUE. 


ROT FREE 

Because WELDWOOD GLUE contains no organic 
matter it is not subject to rot or decay. Bacteria can- 
not breed or survive in a WELDWOOD glued joint. 
That’s why they’re asking for WELDWOOD for 
permanent jobs. ’ 


TREMENDOUS STRENGTH 


No tests even under pressures of over 1200 pounds 
to the square inch (standard test 250 Ibs.) have been 
able to show glue line failure. WELDWOOD is “the 
glue that does not know its own strength,” and every 
customer wants an everlasting glue. 


QUICK ACTING 

WELDWOOD GLUE is a one-part plastic glue, 
packaged in powder form, that mixes with cold tap 
water and is instantly ready for use—no heating—no 
hardener—no fuss or bother. (Also makes a work- 
able wood putty.) 


ORDER THRU YOUR JOBBER 


Write for full particulars on FREE dealer helps. 








HANDSOMELY PACKAGED 


Eye appealing cans. Counter and Window Dis- 
plays, Advertising Stuffers, Counter Display Units. 
RETAILS: No. Al0, I'/ o2., 10c; No. B25, 3!/2 0z., 
25c; No. C50, 8 oz., 50c; No. DI00 | Ib., 85c. 


NATIONALLY ADVERTISED 














UNITED STATES PLYWOOD CORP. 


World’s largest producers of Plywood 
616 West 46th Street New York, N. Y. 


WELDWAUD 


PLASTIC RESIN 


WATERPROOF GLUE 
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Multiple Twist, woven with 
perfectly straight selvage 
and even mesh. All stand- 
ard sizes, mesh and wire. 
Users look for the bright 


“Rooster” trade-mark. 
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KWIK-LIT 


for 
Quick Kindling | 
Fast Selling 


Here’s the oil burner wick that gives you 
everything. Quick lighting. and long life due to 
quality construction of long fibre asbestos gives the extra service 


value that users like. Three popular types in 5!/2 ft. cartons 





and 100 ft. rolls gives you a big selection 
of wick and packaging to suit your trade. 
Colorful eye-catching display units re- 
mind your customers to buy Kwik-Lite. 


Priced to sell. Attractive discounts. Ask 


-——— = 
~<<-<--- 
~-<<—<--- 

-~-<--- 


cr PANY. Inc. ; 
ASBESTOS TEXTILE CO! 

Hees A te \ 167 W. Wacker Drive, Chicago. eo he 
cartons and 100 ft. ' Send literature on Kwik-Lite : oom 
rolls. OT-30 also | Wick with prices and attractive dis % 
Gearmiched tx Cars * Bhcams...n..-ncnn--<0onn-seeonnvvennseeennnnscennnesennssennenseeeeee ! 
tom-Cut Strips—12 ; BOO cneenncnncasscreesonernesnnsnsenenesnrnrnirrrsonent nn naan 


strips to a carton. Company...... \ 
. Check 0 Mir. CD Dist. (0 Dealer , 
ae — — ae 
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| HARDWARE BRIEFS 





Owner or 
| Name and Address Feature Manager 
CALIFORNIA 

| El Monte, Purchased by J. K. Osgood 

| Green Hdwe. and his son, Donald. Firm 

is now the Osgood Hdwe. Co. 

| ILLINOIS 

Bellville, New business with hardware F red Engel 


| Home-Brite Co. 


. department and department age, Jr., and 
327 N. Illinois St. 


for rugs, linoleum, venetian Arthur Rein- 

blinds, etc. 
hardware 

IOWA 

Lime Springs, 

| Mahan Hdwe. 


Discontinuing business. 


Tom Mahan 


| Chelsea, Has added new store room for Roy Ryan 
| Ryan Hdwe. appliances. 


| KANSAS 
Bronson 


O. T. Burch 


New business. 


| Mayetta, Bender New business to carry on the A. W. Bender 


| Hdwe & Seed Co. Bender Bros. Hdwe. and W. C. 
McFadden 

| MINNESOTA 

| Perham, Has added a new cutlery case, 

| Breher’s Hdwe. gift goods department, tool 

} section. 

| Zumbro Falls, New business with hardware 

Gerken Bros. Hdwe. and major appliances. 

NORTH DAKOTA 

Golva, Now the Golva Trading Co. Clarence 

Golva Hdwe. Overstad 

OHIO 

Hillsboro, In new quarters at 310 N. Merle Grant. 

Morris Hdwe. & West St. mgr. 


Implement Co. 
Port Clinton, Has been purchased by the 
Port Clinton Hdwe David Marleau Co. of Toledo, 


Co. which will operate it as a 
branch of the Toledo busi- 
ness. 

OREGON 

Bend, Frank E. Moore has pur- 


Midstate Hdwe. Co. chased Lakin & Company’s 
interest in the Midstate 
Hdwe., giving him full own- 
ership of the business. 

WEST VIRGINIA 

Wheeling, Business purchased by E. W. 

Snyder Hdwe., 21971 Protzman. Name changed to 

National Rd. Elm Grove Hdwe. Co. 


WISCONSIN 

Kendall, B. Berg has purchased the 

Kendall Hdwe. interest in the business of his 
partner, Herb Musch. 


Mayville, Business has been sold by A. 
Thielke Hdwe. Thielke. 








function of the organization 


L. J. WHITE CO. NOW 
KELITE PROD., INC. which operates on a nation-wide 
| scale. Kelite Products, Inc., spe- 


| 

; 

| It has been announced by W.| . ij i th 

1G. Malia, peeckiint, te the | Clalizes in the manufacture and 
poe of L J ‘White Co. ha | distribution of industrial clean- 
| P ° e . Ss 


; | ing compounds. 

been officially changed to Kelite iiidaeinanet’ a 

| Products, Inc. No change in ‘ 

; Te VETERAN JOBBERS 
management or personnel is in- SALESMAN RETIRES 
volved, and operations continue! f,.4g ©C. Andrews. veteran 
from the present address, 315 W. | hardware salesman for the John 
Hubbard Street, Chicago. Mr. | B. Varick Co., wholesale hard- 
Nuelsen stated that the change | ware firm of Manchester, N. H., 
was made in order to more) retired on Sept. 1 after more 
closely identify the scope and | than 46 years with the company. 
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GEORGE J. CAMPBELL 


George J. Campbell, pioneer 
manufacturer of automobile 
chains, passed away Sept. 9 at 
his home in York, Pa. He was 
63 years old. Mr. Campbell was | 
president of the International 
Chain & Mfg. Co., which he | 
founded in 1902. He formerly 
was president of the United | 
Business Men’s Association of 
Philadelphia, and had been iden- 
tified with several reform move- 


ments. 


ALBERT E. NEWTON 


Albert E. Newton, vice-presi- | 
dent and general manager of The | 
Collins Co., Collinsville, Conn., | 
passed away suddenly Sept. 3. | 
He was 63 years old. 

Mr. Newton, who had been 
president of both the National 
Metal Trades Association and 
the National Machine Tool Build- 
ers Association was responsible 
for the entire revamping of the 
Collinsville factory plant. Mr. 
Newton, after his return from 
the World War, became general 





manager of the Reed-Prentice 
Co., Worcester, Mass. He left 
that company to join the Collins 
organization. He leaves his widow 
and a daughter. 


GEORGE W. HUGHSON 


George W. Hughson, 45, passed 
away at Barbados, B. W. L., 
following an appendectomy. He 
was the son of William L. Hugh- 
son, of the manufacturers’ repre- 
sentative firm of Hughson & 
Merton, San Francisco, Calif. 


LEWIS BUTTLES 


Lewis Buttles, 76, veteran hard- 
ware salesman who traveled the 
Iowa and Wisconsin territory for 
52 years, passed away at his 


| home in Milwaukee recently. Mr. 


Buttles started as a_ traveling 
salesman for the John Pritzlaff 
Hardware Co. in 1886. In 1901 
he became associated with the 
Frankfurth Hardware Co. and 
was with that firm until two 
years ago when he retired. He 
leaves his widow, a daughter, and 
a son, Dr. Lewis Buttles, Jr. 


Story of Modern Abrasives to Be Told 


Invitations have been sent to’ 
official heads of several hundred 
industries in Chicago and vicin- 
ity, to attend the dedication and 
preview of the educational ex- 
hibit, telling the story of modern 
manufactured abrasives, which 
has been installed at the Chicago 
Museum of Science and Industry 
by The Carborundum Co., Ni- 
agara Falls, N. Y. The cere- 
monies will be held on the after- 
noon of Thursday, Oct. 16, be- 
ginning with a reception at the 
Hotel Windermere, close by the 
Museum, where the guests will 
be received by the president of 
The Carborundum Co., Dr. Frank 
J. Tone, Vice-Presidents Charles 
Knupfer and Henry P. Kirchner, 
Secretary Arthur Batts, Treasurer 
F. H. Manley, Sales Managers 
F. J. Tone, Jr., and E. R. New- 
comb. 

The reception is scheduled for 
1 to 6 o'clock after which the 
guests will adjourn to the 
Museum across Jackson Park for 
the preview of the exhibit. This 
contribution, by The Carborun- 
dum Company, will add another | 
most interesting page to the mag- | 
nigficient educational story that | 
is being told, to well over a mil- | 
lion people a year, by the Chi- | 
cago Museum of Science and In- 
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dustry, the most outstanding 
institution of its type in the 
world. 

One of the features of the Car- 
borundum exhibit is the repro 
duction of the laboratory of the 
late Dr. Edward Goodrich Ache- 
son in which he created the first 
man-made abrasive silicon car- 
bide to which he gave the name 
“Carborundum.” The old labora- 
tory, originally located at Monon- 
gahela City, Pa., will be repro- 
duced in every historic detail. 
There will be a replica of the old 
work table on which was placed 
the iron bowl, such as used by 
plumbers for the melting of sol- 
der, in which Dr. Acheson cre- 
ated the first few crystals of an 
abrasive, destined to revolution- 
ize grinding. Bending over the 
bowl is a life-size figure of Dr. 
Acheson, just as he stood when 


f iol 
he made his momentous dis- | 


covery. 

In ithe center of the exhibit 
space is a revolving mound of 
gorgeously colored crystals of 
Carborundum Brand silicon car- 
vide, reflecting all the colors of 
the spectrum under brilliant 
lighting from the ceiling. This 
crystal mound is set on a circular 
base of black marble. 


Champion 
Storm Hardware 


The Champion line of storm door 
hardware offers you an ideal opportu- 
nity for profit—stock Champion today. 




















4150 —A very popular 
storm door latch. Sup- 
plied in wrought steel 







or wrought brass. 










4110 —A _ well-made 
catch for light storm 
Supplied in 





doors. 






cast iron and cast 








brass. 


Champion also offers you a complete line of 
shelf and specialty hardware. 








THE CHAMPION HARDWARE COMPANY 


GENEVA, OH y Street, NEW YORK, N. Y 
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New and Improved Merchandise—Display Helps—Sales Literature— 


“California Ware” 


Manufacturer states it is made of a 
shatter-proof, chip-proof, color-fast and 
durable plastic. Also claims to offer 


“CALIFORNIA WARE” 


ADDED CHARM FOR KITCHER GND BATH 
fs Ss 


‘ — Chip : =. 
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colors in the “California Ware” line 
not found in any other Cellulose ace- 
tate. Colors are black, red, ivory, yel- 
low, green, blue, and special colors 
available. Display board is _ free; 
charge for cabinet trim only. Plastic & 
Die Cast Products Corp., 1010 E. 62nd 
St., Los Angeles, Calif. 
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Sun Lamp With 
Built-In Reflector 


A new sun lamp with reflector bulb 
has just been announced by the West- 
inghouse Electric and Mfg. Co., Bloom- 
field, N. J. Known as the Westinghouse 
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Mazda RS sun lamp, it operates direct- 
ly from an ordinary lighting circuit 
without an auxiliary transformer or bal- 
last. Use of a built-in resistance filament 
makes it possible for the lamp to pro- 
duce infrared radiation as well as ultra- 
violet to approximate the quality of sun- 
light. Consuming 275 watts, it operates 
a-c circuits at voltages of from 110 to 
125. It will retail for $15. 


Traps 


Animal Trap Co. of America, Lititz, 
Pa., has issued a booklet which pro- 
vides several pages of helpful informa- 
tion to trappers of all types and also 
catalogs the company’s traps. 


Door Helder 


The new door holder recently per- 
fected by The Bassick Co., Bridgeport, 
Conn., consists of just two parts—a 





metal plunger and a rubber insert en- 
cased in a metal socket, each part held 
firmly in place by two screws. No oil- 
ing, adjustments or other servicing 
necessary after the installation is made. 
Two types of plungers which make them 
suitable for practically any door—the 
type illustrated, the straight plunger 
for wall installations, the other type, a 
goose-neck shape for floor installations. 
The rubber encased metal socket is the 
same for both. 





Screw Driver With 
Reversible Blade 


Has reversible square-shank blade of 
alloy steel. Inside of handle, of plastic, 
is a brass sleeve that fits the blade; a 










UNBREAKABLE 


HANDLE 














COMPRESSION 
SPRING 





stop against which the blades rides, and 
a retaining spring. Made in blade 
lengths of 1% to 9 in. and in sizes 


of 3/16 to 5/16 in. in square cross sec- - 


tion. Overall length, 3% to 12% in. 
List prices from 50 cents to $1.25; addi- 
tional blades, 15 to 65 cents. The 
Peters Mig. Co., 3663 W. 155th St., 
Cleveland, Ohio. 


Outdoor Fireplaces 


The Majestic Cc., Huntington, Ind., 
has issued an illustrated booklet which 
gives instructions for building outdoor 
fireplace units. The book contains 
eight different designs. Available upon 
receipt of 10 cents to cover mailing 
costs. 
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Air-Cooled Iron 
With Dual Soleplate 


“Petipoint” an air-cooled electric iron 
with a dual soleplate, is being intro- 
duced by the Edmilton Corp., Milwau- 





kee, Wis. It irons ordinary flatwork 
with the full-sized soleplate. A smaller 
soleplate, set at an up-tilted angle on 
the rear of the iron, irons ruffles, tucks, 
gathers and corners. Has four horizon- 
tal fins to dissipate the unused heat to 
the sides, leaving the iron top and han- 
dle cooler. “Petipoint” is rolled on its 
side when not in use. Iron is fully 
automatic. The embedded ceramic heat- 
ing element is rated at 120 volts and 
1000 watts. A 10,000 cycle cord is 
attached. Retail price is $12.95. 


Detecto Scale 


“Detecto” bath scale with magnifying 
lens and “Crysto-clear” dial. The glass 
lens simplifies weight reading. The 
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RAINTS 


for Retail Hardware Stores 





Window Trims—New Packages—New Golors—Catalogs 


“tear-drop” design head is chromium 
plated. Platform is scratch-resistant, 
oven-baked enamel in white, ivory, blue, 
green, black and dusty-rose. This fully 
guaranteed scale retails for $4.50 
(Model No. 719M). Detecto Scales, 
Inc., 1 Main St., Brooklyn, N. Y. 


Rubber Scrubber 


This deck scrubber may be used on 
wood, concrete, linoleum or terrazo. 
Fibers protruding from rubber loosen 
the dirt. Squeegee is attached to draw 
all dirt and water remaining on floor 
into one place, leaving a clean, dry 
floor. Rubber fibers are riveted into 
the block to prevent their loosening. 
Made in sizes 10, 12, 14 and 18-in. 





rubber 


products are 
brushes, brooms, rotary brushes, etc. 
Cordex Products, Inc., 230 Fifth Ave., 
New York City. 


Other corded 


Water S ystem Manual 


A new book entitled “Manual on the 
Selection, Installation and Operation of 
Home Water Systems,” the publishers 
assert, should save its readers money 
and disappointments by guiding them 
away from costly mistakes; that it in- 
cludes unbiased help in choosing the 
right type of system from among the 
many offered today; that it presents 
many valuable suggestions on both in- 
stalling and operating the selected sys- 
tem. The booklet is profusely illus- 
trated and complete in detail. Copies 
free on request tu Fairbanks, Morse & 
Co., 600 S. Michigan Ave., Chicago, Il. 
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Plastic for 
Mending Metals 


““So-Luminum”—a new synthetic for 
mending aluminum pots and pans, also 
mends porcelain, granite and iron kit- 








chenware, as well as articles made of 
metal and metal alloys. A drop 
squeezed on a hole, crack or joint dries 
hard overnight and when dry stands the 
heat of boiling water and direct flame, 
maker states. Attractively packaged. 
each tube on an individual “actual pot” 
display card. So-Lo Works, Cincinnati, 
Ohio. 


Plastic Knife And Fork 








This “Jewel” matched set is made of 
transparent plastic, and is said to be 
shatterproof, odorless, stainless, and 
sanitary. Washable in warm or cold 
water. Mounted on attractive display 
card to retail for 20 cents per set. Knife 
is 8 in. long, fork, 7% in. long. The 
Emeloid Co., Inc., Arlington, N. J. 
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YOUKWOWTTS VUE 
TWAT SEULS 
WHITNEY HAMPERS 












Stop-hin hinge attached to spe- 
cial back frame 


ith large head screws. (Will 


a 
not break off.) 





Completely tenoned and 
glued top frame. (No twist- 
ing or breaking apert.) 


Doweled legs chucked and 
glued into frame for rigid 
ee 







Handles moulded and —— *_ 
smoothly sanded. 






— 








Lid, celluloid covered and 


lapped and cemented. (No a 
chipping.) 










Fabric tightly shrunken to 


frame. (No loose fitting 
sides -no unsightly bulges.) 


















All interior frame surfaces smoothly sanded. 
(No rough edges to catch on dainty garments.) 
Specially prepared ¢lastic paint finishes. (Pre- 
vents chipping and peeling.) 


GET THE EXTRA PROFIT 
FROM EXTRA SALES — 
ORDER WHITNEY NOW 






















PRICED TO SELL 
FROM $2.95 


See Your Jobber or Write Direct 


Wh itney NAMPERS 


SAM FRANCISCO 666 LAKE SHORE BRIVE, CHICAGO 
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New “Tech” Razor 


A new model “Tech” razor with a 
gold-plated head and ebonized black 
metal handle is announced by the Gillette 





Safety Razor Corp., Boston, Mass. This 
razor with five Gillette Blue blades is 
priced at 49 cents retail and carries a 
10 per cent free goods offer. The com- 
pany also offers dealers a free Gillette 
shaving cream, a large 25-cent size tube 
brushless or lather cream free to the 
customer with every purchase of 10 
Blue blades. Also available are display 
cartons, streamers, window display, 
World Series score posters, and counter 
displays. 


Lawn Mower Sharpener 
The improved “Perfect” lawn mower 

sharpener is said to give a perfect edge 

in 30 seconds. Has no reversing cogs, 








_WHATS NEW 


wheels or adjustments to make. Sharp- 
ener is dropped ever cross bar with 
grit side to blades; handle held down 
to raise wheels off ground, and wheel 
is then turned with hand. Made in 
lawn mower sizes, 12 in., 14 in., 16 in., 
18 in. Retails for 75 cents each. Per- 
fect Mfg. Co., 525 N. 60th St., Seattle, 
Wash. 


Swing-A-Part Food 
Cutter 


With the new Universal “Swing-A- 
Part” food cutter, according to Landers, 
Frary & Clark, New Britain, Conn., 








time is not only saved, but the food 
cutter is easily cleaned. The food 
cutter actually swings apart by the 
simple process of unclamping and ex 
poses two halves that can be washed, 
cleaned and_ sterilized quickly by 
plunging into boiling water. The blades. 
working constantly against the steel 
dise through which food is forced, ar 
kept honed to a keen edge, making 
every turn easier, maker states. The 
food cutter contains a specially designed 
gutter below the case which catches 
all juices. Other features are the rul 
ber table guard; the cutting tools ma- 
chined from hard stock; a_ polished, 
rustless, sanitary surface inside and 
out; powerful leverage through a long 
handle and with the specially designed 
feed screw to force the food through 
the cutter quickly with little effort. 








Savage “Light Weight” 


Twelve gage, automatic shotgun, 
Model 745;  five-shot 28-in barrel. 
Weighs 6% Ibs. Chambered for 2% in. 
shells. Full pistol grip stock, length 
14 in.; drop at heel 2% in. hard rubber 


butt plate. Hammerless, takedown, solid 
breech, top of receiver matted. Friction 
ring adjustment for light and heavy 
loads. Barrel is plain round, of special 


alloy steel. Savage Arms Corp., Utica, 


.%. 
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Fluorescent Light wall near the stove where they are 4 ppliance Cord Set 


easily accessible. Kitchen tools can 


In Kitchen Cabinets also be kept in a drawer in the usual This switch-type appliance cord set 
\ fluorescent light has been incor- way if desired. The comfort grip han provides convenient finger control 
porated in St. Charles steel kitchen dles, maker states, are in no way al- switch which turns current on or off 


cabinets. All wall cabinets 21 in. or fected by the hole in the tip, and the 

heavy coats of enamel keep the tools 

bright and clean. Metal parts of this 

new line are heavily polished nickel 

( ( plated for durability and service. A 

matching line of strainers is also avail- 

able with “Hang-Up” handles in a wide 

variety of sizes, meshes and types. Th: 

natural lacquered finish hardwood line 

of “Hang-Up” kitchen tools has not 
been discontinued by the company. 


Pitching Horseshoes 

“Si Perkins” No. 567. Game is easily 
set up. Provides two pairs of solid 
rubber horseshoes with two wooden 
stakes. -One set of shoes is red, other 





without attaching or removing plug. 
Cord is eight feet long. Built for heavy 
duty. Has special “High-Heet” over size 
heat plug with patented contacts. No. 
117 with black cord and fittings; No. 
118, brown cord and fittings. Suggested 
retail selling price, $1.25; dealer’s cost, 
75 cents per unit. Noma Electric 
Corp., 55 W. 13th St., New York City. 





Auger Bits 


more wide can be equipped with this 


light. recessed in a specially designed green. Packed in sturdy box with set The Russell Jennings Mfg. Co., 
bottom plate so that the fluorescent of rules. Suggested retail selling price, Chester, Conn., has issued catalog No. 
tube itself is not visible at normal eye $1.50. The Seamless Rubber Co., New 70, illustrating and describing its auger 
level. At the snap of a toggle switch, Haven. Conn. bits. 


a clear, white light is diffused over 
the working surface. A convenient 
outlet is provided for electrical appli- 
ances. A.C. only. St. Charles Mig. Co 
St. Charles, Ill. 






Enameled Handle 
“Hang-Up” Kitchen 
Tools 


\ new line of “Hang-Up” kitchen 
utensils has been introduced by the 
Edward Katzinger Co.. Chicago, Lil. 


Check your answers with these 


RIGHT ANSWERS 


to questions on Page 42 








Handle design provides a hole in the 


handle for hanging up the utensil “at oy V6 as re : 
ips” of . Many of your customers are more Pyrex” ware turnover is better 


the fingertips the housewife. The P ‘fr ” : . 
: ght e housewile. The interested in“Pyrex” ware than they have than any other brand of cooking utensil, 


utensils are enameled in bright, mod been in years. They are definitely inter- as reported by 160 retailers in 42 cities 
ern kitehen colors to harmonize with 


: a ‘ ested in doing their cooking in glass! and towns. Keep your “Pyrex” ware dis- 
standard fixtures. The wall rack with play clean and complete at all times! 
7 he hooks ¢ : placed either YAS , ' ; / ; 
! handy hooks can be plac - eit ier on Everybody's trying to practice 
the back of a cupboard door—or on the thrift today. And “Pyrex” Ovenware ac- oe readers of Fawcett Fic 
tually cooks faster—saves on fuel! TION Unit are young women (Average 


age 26.4 years)—-mostly housewives or 


MODERNIZE YOUR KITCHEN ¥ 3 Besnen ithe to crates tend cook to about to be (68.5% married)=—a young, 


modern market—women who are keenly 






T \1,* 5 perfection through the clear glass sides * oe : danger 4 
1 | } of “Pyrex” brand dishes. They can cook, alert to better ways of pe rform & 
serve. store in the same smart dish! household tasks and who in many cases 
KITCHEN TOOLS a ; are establishing and equipping homes. 


chandising “pushes” customers into your 
store. “Pyrex” ware ads are among the 
best read by women in the large maga- Yeu can be a beTler covk wil 
zines distributed in your community. 


v5 Three out of four women already PY R Ly) x 


own hs pel “2 shown by a recent OVENWARE 
national survey. “Pyrex” ware is easier ; : 
to sell—-saves your time for more sales! FLAMEWARE 


pid ; “Pyrex” ware advertising and mer- 
mW THE WALL ORIN A DRAWER © 
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LAMINATED 







strongest type 


of construction Bottle Warmers 


“Aristocrat” finished in opalescent sil- 
ver Peacock Plate, a metal finish which 
gives an iridescent appearance to the 















PRICED. 
TO SELL 
FAST! 









warmer. This same model also comes 
in chromium, and in pink, and blue 
| enamel with gay little animal figures 
on the side. All four styles have vitri- 


You’ re in tune with fied, white porcelain liner with rounded 
the times with | o 


Master 


©O.105 LAMINATED) 
event PADLOCKS 


Always an amazing value, this “Jewel” 
of a 1-3/16” padlock now offers you | 
greater possibilities than ever before for | 
quick sales. The famous Master warded | 
mechanism is combined with a powerful | | 
brass focking lever for still greater | 
security. 105 actual key changes, master- | 
keyed or keyed-alike at no extra charge. | 
Order from Your Jobber 


MASTER LOCK CO., Milwaukee, Wis., U.S.A. | 
angel 
Make sales faster with 


Master Padlocks 


RETAIL 





Paint Brush Cleaner 


“Keepkan Brush Hanger” and liquid 
are sold as a complete unit to handle 
the entire brush cleaning job. Wet 
brush is placed in “Brushanger” with 
bristles immersed in the liquid and al- 
lowed to stand for several hours while 
pigment is drained out. Several sizes 
with capacities from two to five brushes. 


The New 
AUTOMATIC 
SELF-CLEANING 

Paint 





WATS NEW 








edges for easy cleaning, and a false bot- 
tom which suspends the bottle in the 
water and prevents breakage. Height 
4% in. Price $3.95, except the “Aristo- 
crat,” which is $4.95. Manning, Bow- 
man & Co., Meriden, Conn. 


Food Cutter 

“Griscer” with attachments may be 
used as a squarer, flaker, shredder, 
chopper, stringer and slicer. Tele- 


scoped cones slightly larger than a tea 
cup serve as cutters and the conveyor 
and when in place against the chute, 
form the four walls of a wedge-shaped 




















hopper. As the crank is turned they 
cut, convey, peel and expel. Griscer In- 
dustries, 4628 S. Calhoun St., Fort 
Wayne, Ind. 














Different colors of paint may be re- 
moved at same time. Liquid may be 
reused indefinitely, maker states. Re- 
fill available separately. Large size 
“Keepkan,” for four brushes up to 3 
retails at 25 cents complete. Re- 
The Howe 
Springfield, 


in., 
fills for that size, 15 cents. 
Co., 100 Elmwood St., 
Mass. 
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G-E Accessory Cabinet 


Provides 6 cubic feet of storage 
space and multi-shelf arrangements. 
Fits all G-E 6 cu. ft. refrigerators, 














years 1937 to 1941. Sets on top of re- 
frigerator without need of any anchor- 
ings or tie bolts. General Electric Co., 
Bridgeport, Conn. 


Baby Blanket Clips 


No. 441—made of “Tenite” plastic in 
pink and blue. Said to have finesi 
quality tape and elastic in extra length 
for easy tying. Clips claimed to grip 
securely and not to tear blanket. 
Packaged two of same color to a card. 








Cellophane-wrapped. Retail at 75 cents 
a pair. Federal Tool Corp., 412 N. 
Leavitt St., Chicago, Ill. 


Winchester Battery 
Feature 


Winchester is announcing a new fea- 
ture in its No. 1511 standard size “D” 
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flashlight battery, which it states has 
made it possible to add 50 per cent to 
the dating guarantee on this cell. This 
is the new “Power-Saver Inner-Seal,” 
which is now incorporated in these bat- 
teries and by which it is claimed the 
drying out of the vital battery moisture 
is so retarded as to increase the period 
of expectancy of freshness so that the 
cells now bear a dating of 18 months 
from date of manufacture instead of the 
former 12 months. The accompanying 
sketch shows the arrangement of this 
new feature in the Winchester No. 1511 
battery. 


Metal Cutting Manual 


Spartan Saw Works, Inc., Springfield, 
Mass., has issued a new metal cutting 
manual and reference catalog for hack 
saws and band saws. 


Cabinet Ironette 


The above model S-413-C combines 
the popular “Simplex” ironette and 


ironette table into one integral unit 
plus a cabinet with a genuine “Mason- 





ite” top to retail at a fraction above the 
price of the ironette alone. Other 
features are—automatic knee press con- 
trol, automatic pilot light, adjustable 
thermostat, scratch proof chrome plated 
shoe, 22 in. free rolling roll, two lock 
casters, standard “Simplex” quality two 
point pressure bracket and 1200 watt 
heating element. American Ironing 
Machine Co., Algonquin, Ill. 


Steel Square Pocket Book 


Presents for quick reference, simple 
and practical instruction for solving 
problems by use of the steel square. Il- 
lustrates and describes best practical 
methods of using the square in laying 
out all kinds of carpentry work, includ- 
ing common, hip or valley rafters for 
different shaped roofs, jack rafters and 
roofs of uneven pitch. Instructions are 
also given for obtaining cuts for hop- 
pers, towers, braces, trestles, stairs, bi- 
cycle tracks, etc. as well as for describ- 
ing various figures such as octagons, 
circles, ellipses and ovals. Sells for 
$1.00 postpaid. Scientific Book Corp., 
15 E. 26th St.. New York City. 








“Victory Micro-Lite” 


No. 200V—imprinted with “V” for 
Victory. Size of light 3 in. Solid brass 
case with colorful enamel finishes. But- 





White plastic tip to 
throw combination spot light and glow- 


ton push switch. 


light. Free display with each dozen. 
List price 29 cents. Micro-Lite Co., 
Inc., 45 W. 25th St., New York City. 





Build for the future 
with this EVERHOT 
Electric Casserole 


It's fun—economy, too—when the 
meal is served at the table from 
an Everhot Electric Casserole. This 
inexpensive, widely useful, good 
looking Everhot number will pro- 
mote the sale of larger units while 
giving complete satisfaction on its 
own account. An especially ap- 
propriate gift item. 

We are doing our best to keep 
you supplied with Everhot Roast- 
ers, Ranges, Rangettes and Ray- 
vector Heaters. Our dealers’ needs 
and the quality of our products 
will still have our constant atten- 
tion during the present National 
Emergency. 

THE SWARTZBAUGH MFG. CO. » TOLEDO, OHIO 

Makers of EVERHOT Roasters, Ranges end Appliances 
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Bassick 
CASTERS fF 


For everything that moves. From Tea Tables 
to Ten Ton Trucks. 























When you seil Bassick you sell the best. Ask 
your jobber’s sale for Bassick Casters. 








Present abnormal conditions are making 
it extremely difficult to secure materials 
to maintain production, but we are doing 
everything humanly possible to assist our 
distributors in filling your requirements. 


THE BASSICK COMPANY ff 
| 


Bridgeport Connecticut 
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“ABC-O-Matic” Washer 


A new washer that eliminates set 
tubs and all tub rinsing, washes, triple 
rinses in running water, and damp dries 








a nine-pound load of wash in ten 
minutes, the “ABC-O-Matic” is an- 
nounced by Altorfer Bros. Co., Peoria, 
Ill. “ABC-O-Matic” washes with suds 
kept alive and active by a satin- 
smooth plastic agitator, spray rinses 
and dip rinses in clean, “scum-free” 
running water, and damp dries safely by 
pressure. Vibration is said to be non- 
existent. This new washer operates 
easily and efficiently either as a port- 
kitchen unit or as a permanent 


WHATS NEW 











home laundry installation. Compact 
and easily moved, it can be attached 
instantly to the kitchen or laundry 
water and drain connections. 


“Dual Automatic” 
Toaster 


Proctor Electric Co., Philadelphia, 
Pa., offers a new automatic toaster em- 
bodying a second automatic control 
which regulates toast crispness. This 
“Dual Automatic” Toester permits the 
user to regulate both the color and de- 
gree of crispness of toast automatically 
at the same time. Retail list price of 
$14.95. 








_ Silex Assortment 


The Silex Co., Hartford, Conn., has 
introduced a new all-electric assortment 
featuring six models for the price of 
five. Known as the “W-M-E” assort- 
ment, this special offers the three fast- 
est-selling electric items in the entire 
Silex line .. . each a new, popular wide- 
neck model. The assortment consists of 
four Bretton 8-cup models, list $5.95; 


one Saratoga 8-cup model, list $7.95; 
and one Bretton 6-cup model, offered 
free, list $5.45. Each of the six units 
offered in the assortment includes upper 
and lower bowl covers. Dippex measur- 
ing scoops, and 12 extra cloth strainers. 
The Saratoga model, trimmed in ivory, 
also includes a matching serving tray 
and the “Anyheet” control, providing 
10-heat stove facilities. 
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Second Floor Display Sells 
Oil Heaters 


(Continued from page 23) 


* 





Portable oil-burning room heaters and another model 
space heater are shown at the top of the staircase. 


holds true in the case of other 
lines which we promote in this 
same manner and also display on 
the second floor. 

“Customer assurance Of satisfac- 
tory heater operation is one of our 
most effective selling points. We 
always try to check the home to 
see that the customer is buying the 
right size and type of heater. Each 
installation of a unit is supervised 
and is checked within a week or 
10 days after its delivery. Cus- 
tomers like this service and prefer 


to buy where it can be secured.” 

Ten different model heaters are 
carried ranging in price from 
$34.50 to $195.00. Two models 
are real popular sellers, a 5000-cu. 
ft. heater selling for $69.00 and 
another listing at $91.50. 

“We have to finance some of 
our heater sales,” says Mr. Neu- 
mann. “However, this represents 
only about 25 per cent of the total 
number sold. The rest are sold for 
cash or they are charged to regu- 
lar monthly charge accounts.” 


Vust Keep Down Damage 


HEN a contract is breached 

or defaulted on, the aggrieved 
party is entitled to recover financial 
compensation for the loss and dam- 
age he has suffered by reason of the 
breach or default, but he can’t ride 
the situation high. wide and hand- 
some at the other fellow’s expense. 
He can’t let the loss or damage keep 
mounting without doing anything to 
stop it, if it’s within his power to 
stop or reduce it. The law requires 
that he do whatever is within his 
power to keep down the loss or dam- 
age. 
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A Texas court recently put it this 
way: “Where a party is entitled to 
the benefits of a contract and can 
save himself from damages resulting 
from its breach at a trifling expense 
or with reasonable exertions, it is 
his duty to incur such expense and 
make such exertions.” 

Even though the situation results 
from the other fellow’s falling down 
on his contractual obligations, the 
law in practically all states requires 
the party who suffers the damage to 
make every reasonable effort to mini- 
mize that damage. 











Looking 
for a 
Hardware 


Store? 


Tue place to find it 
is under the heading of 
Business Opportunities 
in the Classified Oppor- 
tunities Section of the 
regular issues of Hard- 
ware Age. 

By watching the for-sale 
ads you'll be reasonably 
sure to secure a good 
paying business at a fair 
price or better still, let 
the trade know the kind 
of a store you are look- 


ing for. 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St.. 


New vork City 
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“Buy-Less Prosperity 


All over the country there are millions 
of dollars’ worth of goods stored away 
which will be needed by someone. W hy not 
put this. merchandise back in circulation? 


By SAUNDERS NORVELL 


A NEW YORK 


VEWS reporter asked a number 
of people if clothing were shut off 
how long would their personal 
supply last. Answers from men 
and women were detailed. Most >i 
them could last two or three years 
on their clothing reserves. 

The put-away-on-the-shelf sup- 
plies of this nation are something 
enormous. That is one reason we 
have eras of prosperity and depyrs- 
sion. When Pa says to Ma “I'm 
hard up. Go slow on buying”— 
then the depression starts. When 
Pa says to Ma, “O.K. go ahead” 
then prosperity is back again. Ex- 
cept for food the average Ameri- 
ean family can hold out for two 
years. 

This country can live “on its 
fat” for a long time. 

Now, on account of defense, we 
are entering into a curious period 
of prosperity. We have the money 
hut we are told we will soon be un- 
able to get what we want. The Gov- 
ernment says “Save—buy Govern- 
ment bonds!” Mr. and Mrs. John 
Doe, after forced saving for several 
years with full employment and 
higher wages would like to splurge 
a little bit. 

Years ago, I coined the expres- 
sion “profitless prosperity.” This 
described a_ national 
Now we are threatened with an- 
other era. We would call it “Buy 


condition. 


ot 


Less Pros per it y- to avoid 
dreaded _ inflation. 

If Mr. Henderson tightens up 
much more, if we increase our 
supplies to England and Russia, if 
the searcity of what Americans 
want and really need becomes a 
reality, then it seems to me we 
should start drawing on our hid- 
den away reserves of all sorts of 
things. Let me illustrate with a 
few real cases that have recently 
come under my observation. 

\ friend of mine, an elderly 
man, owned a good-sizéd place on 
the Long Island water front. He 
had lived there 25 years. There 
was a two-story, separate garage. 
There were plants, trees, gardens, 
and flower beds. He had bought 
a lot of implements, tools and sup- 
plies to keep the place going. His 
children had married and the place 
became neglected. Finally he sold 
it to his next-door neighbor. 


Accumulation of Years 


Then the question arose as what 
to do with the accumulation of 
years. His children had homes of 
their own. Two of them had farms 
of their own. The father said, 
“Take what you want.” Then the 
sorting out started. 

The amount of stored away 
stuff that was brought to light was 
almost unbelievable. The children 
had been buying all sorts of articles 
that were packed away in that old 





99 





SAUNDERS NORVELL 


house. Things were rusting. mill- 
dewing and mothing away. 

One son who owned a farm, 
found a treasure house of tools 
and farm implements in the old 
garage. 

The point of this story is that 
this old place was filled with all 
sorts of useful things that were 
just rusting and rotting away, 
while other people needed and 
could use those same things. 

All over this country there are 
millions of dollars’ worth of 
goods which are stored away and 
these goods will be needed by 
someone. 

If the worst comes to the worst 
there should be a_ nation-wide 
movement to dig up all this hid- 
den, stored, unused, but useful, 
material and get it into every day 
use again. 

Look what was done with the 
aluminum pots and pans. Most of 
this aluminum was not of the qual- 
ity used in airplanes. It is reported 
the Government sold it to junk 
dealers, but in any event that lot 
of aluminum which was dead and 
useless got back into circulation. 

In the fashionable town of 
Greenwich, Conn., there is what is 
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called an “Opportunity Shop.” 
This little shop deals mostly in 
women’s apparel. They take worn 
or surplus dresses, hats, shoes, 
etc., etc., and sell them. They do 
not buy. They sell on commission. 
This shop does a lively business. 
Many a sub-deb gathers a few dol- 
lars for her outmoded 
while many a poor girl gets great 
bargains in garments she could 
not otherwise afford. 

Just now there are two classes 
that sadly need a few extra dol- 
lars. 

One is the young school fellow 


clothes 


on vacation or out of a job and the 
other is the ‘old man—too old to 
get a regular job. 


Labor Shortage 


On account of the draftees and 
the business boom there is a short- 
age of labor. If you don’t think 
so just read the New York Times 
list, any day, of men and women 
who are wanted for all kinds of 
work. But in our towns and vil- 
lages all over the land our mer- 
chants should be figuring out how 
they can use the unemployed boys 
and the old men. 

Why not try out an “Oppor- 
tunity Shop” on 
ranges, farm implements—as an 
addition to your business? 

Why not get a young fellow or 
an old fellow to take his “jalopy” 
and go after all these useful things 
that are rusting away? Why not 
get them, merchandise and human 
being, into circulation? Of course, 
it takes a little planning and or- 
ganization—a numbered, perfor- 
ated tag, one part attached to the 
article, the other to be the receipt. 
Naturally, at times, outright pur- 
chases are made when immediate 
cash wanted leads to bargains. | 
am only suggesting an idea. The 
details must be worked out. 

Why wouldn't it be profitable, 
especially in the smaller towns, for 


tools, stoves, 


the hardware dealer to go out after 
these hidden reserves in all kinds 
of hardware items? 

Here’s a true story that points 
several One to the in- 
creased sale of builders’ hardware. 
plumbing and paint—also to the 
sale of real estate. 

A bright woman I know heard 


morals. 


of a small place for sale. It had 
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been foreclosed by the local bank. 
On the 20-year—monthly payment 

Government insured local bank 
deal she bought the place with a 
cash payment. Then she painted it 
a pure white with colored blinds 
equipped it with attractive new 
hardware, shining brass and new 
plumbing and planted new trees, 
plants and flowers in the yard. 

That place changed in appear- 
ance as if a miracle had been per- 
formed. Banks were getting houses 
hack on all sides. Real estate prices 
were the lowest in years. But this 
woman in two saved her 
rent and sold this place doubling 
her cash investment. What is the 
answer? She made the place attrac- 
tive. A large part of the work she 
did herself. 

She is now looking for another 
“buy.” She remarked to me that 
it was just idiotic how most people 

-banks and realtors — handled 
residence property for sale. They 
did not paint and the places looked 
all run down. They did not re- 
place cheap, rusty hardware and 
they let the grass grow until the lot 
looked like a jungle. 

Now note this. She said the first 
thing to do was to paint up and 
“re-hardware” the front door. The 
front door makes the first impres- 
sion. 

So back to my old idea. Every 
hardware store should equip some 
old fellow with a front door outfit. 
He should talk “rejuvenating front 
doors” and incidentally he should 
be prepared to make suggestions 
and repairs that would lead to 
hardware orders. 


years 


* * * 


If a hardware clerk thinks he 
has the selling bee why doesn’t he 
ask his boss to let him try his hand 
one day a week as an outside sales- 
man. I know New 
England who asked for a day out 
to go after factory business. He 
did so well that now most of his 
time is spent calling on the trade. 
The 


sales of 


one clerk in 


Just one more thought. 
basis of the enormous 
automobiles in this country has 
been the buying or “trading in” 
of used machines. 

Years ago, while on a long trip 
across the country by train, I be- 
came interested in the fellow who 


° BELOW 


ZERO 


IS THE ACID TEST 
OF AXE QUALITY 





THAT’S WHY 


VAUGHAN’S SUB-ZERO 
AXE SELLS ON SIGHT! 


The only axe 


with all these features— 
yet costs no more! 
1. An entire blade of high grade 


tool steel, selected for its cutting 
qualities. 


2. Tough Steel Head. 


3. Patented electric fusion process 


followed by a special double heat 
treatment. This process, exclusive 
with Vaughan, makes a true SUB- 
ZERO AXE. 


4. No finer Axe at any price. 
5. Custom Built for cold climates. 
6. Designed for chopping at tem- 


peratures as low as 50° below 
zero. 


7. It takes less strokes with a 


VAUGHAN SUB-ZERO AXE. 
The thin blade is the reason. 


8. Vaughan's exclusive new and dis- 


tinctive striped finish on the 
head. Trade Mark Reg. U. S. 
Pat. Off. Furnished in all stand- 
ard patterns. 


WRITE YOUR 
JOBBER! 





VAUGHAN & BUSHNELL 


MANUFACTURING COMPANY 


2114 CARROLL AVENUE CHICAGO, ILL 
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Prepare for 
Winter Profits 

with 


Film-X & Protex Motor Oil 


Winter brings greater sales and larger 
profits from oils and greases. Stock up 
NOW with Film-X and Protex SAE 10W 
and 20W motor oils and winter greases to 
take full advantage of this seasonal change- 
over. Ask your wholesale hardware job- 
ber’s salesman how to make extra sales and 
extra profits on Film-X and Protex winter 
oils and greases. 


If your wholesale hardware jobber 
does not sell Apex products, write 


hardware oil 
—_ seats sll Filme X ond Protez Me 


APEX 
OIL PRODUCTS CO. 





THE LANTERN 
WITH 
THE AERO 


FEATURES 


In 2 sizes 





Smart in looks. Smart in construc- 
tion. All-Weather Controls. Air 
Flow Combustion. Aero (rain 
shedding) Dome. Ride with the 
Air Pilot and you will reach new 
heights in lantern sales. 


Embury Mfg.Co.,Warsaw,N.Y. 
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sold books and papers. First he 
sold me a $1.25 detective thriller 
book. When I finished this he 
“traded in” some magazines for 
the book, then just before the jour- 
ney ended he “traded in” a 5-cent 
daily paper for my last magazine. 
He had a great idea. Years later 
the motor makers used it. 

With this system a motor sales- 
man said to me we have a car for 
every pocketbook. 

Some time ago I spoke at a 
stove convention in Cincinnati. 
The main idea I advanced was that 
stove dealers should follow up 
range sales with “trade-in” offers. 
The trouble with a good range is 


_ that it lasts too long. Only a few 


parts are in actual action. These 
can be replaced at a nominal cost 
so that the old range becomes prac- 
tically immortal. 

There must be a new sales ap- 
peal. Use doesn’t answer. The old 
girl does fine. But then we must 
sell on the idea of new designs. 
appearance, and youth! 

To increase stove sales, it ap- 
peared to me that stove dealers 
should steal a page out of the 
motor sales book. Then in stoves 
and ranges of all kinds, coal, gas, 
oil, and electric we would have a 
stove for every pocketbook with 


the constant pressure upward to- 
wards the latest models. 

What an immense reserve of old 
stoves there is in this country just 
waiting for the golden - voiced 
salesman to exchange for more 
glamorous editions. 

Since I wrote this article I have 
had an interesting adventure. | 
was way up above 100th Street on 
Broadway. Instead of taking the 
Riverside Drive bus down to my 
office | thought I would try out the 
subway. Waiting on the under- 
ground station platform was a 
small man. He wore a neat pana- 
ma hat, a Palm Beach suit and white 
shoes. He was Chinese. I asked 
him how I could reach “Grand 
Central” by subway. He smiled 
and said he would direct me. We 
took a local, changed at 96th 
Street to an express. Changed 
again at Times Square to the “shut- 
tle” train and landed at the Grand 
Central Station. There we shook 
hands and parted. I shall never 
forget his pleasant manners and 
charming smile. As we climbed 
up and down stairs he held my 
arm. What a commentary on 
world conditions. A member of 
the Sons of the American Revolu- 
tion being guided around New 
York by a Chinese! 


An Interest in Sports Brought Greater Volume 


(Continued from page 27) 


_ are carried behind the panels, a 


feature which contributes much in 
the way of convenience and order- 
liness. 

Housewares occupy almost the 
entire sidewall on the opposite side 


_of the store and paints, another 


important line, are shown across 
the rear of the establishment. All 
merchandise is displayed so that 
customers can practically wait on 
themselves and this feature builds 
additional business through extra 
sales. 

Women are important custom- 
ers and small services or practices 
often make a big hit with them. 
Dressing salespersons in uniform 
brown coats is an example of this 
type of practice. Each jacket bears 
the name of the salesman and cus- 
tomers often start calling the em- 
ployee by his name soon after he 


starts to wait on them. “Custom- 
ers,” says Mr. Fisher, “like to do 
this and, of course, we like to have 
them do it for it makes for more 
personal and friendly relations. 

“Service is becoming more and 
more important in hardware busi- 
nesses today. We maintain not 
only quick and efficient deliveries. 
but a house service, which covers 
minor plumbing and electrical re- 
pair jobs. Many other odd jobs 
are performed for the home owner 
in this service department.” 

The general office at the rear of 
the store is elevated so that Mr. 
Fisher has a clear view of all parts 
of the store. From this vantage 
point he is able to observe activi- 
ties in the store, as well as direct 
and take part in efforts to render 
prompt and satisfactory service at 
all times. 
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Washington News Reel 


(Continued from page 17) 


a place in the all-out defense picture 
even though they are catalogued as 
“high cost producers.” On Mr. Odlum’s 
agenda is a plan for speedy conversion 
to defense production of plants cater- 
ing to “less essential civilian uses.” 


x* * 
WHILE THE EYES of the world 


are focused on the Russo-German con- 
flict, the Commerce Department reports 
that boots and shoes are among the 
new industrial activities introduced in 
late years in the Caucasus district of 
Russia. The Department passed this 
word along in the third of a series 
ef overall reports of industry in the 
U.S.S.R. 
x * * 


WITHOUT MENTIONING what 
priorities may do to distributors of 
“common place” articles of American 
manufacture, the Commerce Department 
says that despite the defense program 
a sizable export trade in such items is 
being maintained. Specifically listed by 
the Department to illustrate its point 
are these figures: 

Wick lanterns, valued at $353,834 
during the first six months this year; 
padlocks, $587,734; horseshoe nails, 
$328,901; boat oars and paddles, $118,- 
766. Also included were garden hose, 
lamp chimneys and flower seeds. 

2 & @ 


THE $3,553,400,000 REVENUE 
LAW, finally passed by the House and 
Senate after six months in the making, 
is just the beginning for the taxpayer. 
Even before the ink dried on the Presi- 
dential signature, tax experts on Capi- 
tol Hill were talking in terms of a new 
tax bill. Even though existing revenue 
laws, now that a new one has been 
added, will yield an estimated $13,- 
000,000,000 during 1942 it falls short, 
by more than one half, of covering what 
the government will be spending on 
armaments and non-defense activities 
during the same period. 


2 8 2 
AFTER DISPOSING OF the bill 


that will affect one way or another prac- 
tically all citizens and bring an esti- 
mated 4,930,000 additional taxpayers 
under the income tax provision, mem- 
bers of the House Ways and Means 
Committee headed for the hinterlands 
and vacations. Before giving consider- 
ation to a new Treasury Department 
tax plan in November, committee mem- 
bers will hold public hearings on rec- 
ommendations to extend the Social Se- 
curity Act to include farm workers and 
domestics. 
x «x * 


ADVOCATES of greater economy 
in government non-defense expendi- 
tures were optimistic that the revenue 
tax bill as finally approved included an 
amendment by Senator Harry Flood 
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Byrd, anti-New Deal Democrat of Vir- 
ginia, calling for a joint Congressional 
executive committee whose job will be 
to find ways of slashing non-defense 
expenditures. 

x * * 


SKEPTICS after eight long years 
of New Deal extravagance are dubious, 
but Senator Byrd, Treasury Secretary 
Morgenthau, and members of 
Congress estimate that non-defense ap- 
propriations can be pared by $1,000,- 
000,000 or more. Even before the wild 
spending orgy of the New Dealers, some 
members of Congress were pushing for 
a system of Congressional budgetary 
control. The Byrd amendment falls 
short of that objective but represents 
the first time in 22 years that Congress 
has given its blessing to even a sem- 
blance of such control. 


x * *® 


EVEN AS SOME ECONOMY 
PROPONENTS were pointing to the 
Byrd amendment as at least a start to- 
ward affecting economies, they found no 
solace in the election of Representative 
Clarence Cannon, Democrat of Missouri, 
as chairman of the House Appropria- 
tions Committee. 


some 


A Missouri lawyer and_ parliamen- 
tary authority, Representative Cannon 
has a reputation in Washington for 
favoring huge governmental expendi- 
tures for relief, farm aid and other New 
Deal projects. 

7 & ® 


CUTTING DOWN on non-defense 
spending will continue to be discussed 
but don’t look for anything concrete to 
be done about it. There is little likeli- 
hood that economies will be effected 
along non-defense lines when the aver- 
age politico regards the defense pro- 
gram as a gigantic pork harrel. 
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THE RETURN ENGAGEMENT 
of OPA Administrator Leon Henderson 
before the House Banking and Currency 
Committee found the New Deal econo- 
mist weeping for the “little man,” in- 
sisting that he is suffering most from 
increases in living costs, and empha- 
sizing that prompt action ought to be 
taken on the Administration’s pending 
price control bill. 

Mr. Henderson who four weeks ago 
forecast dire results from just-around- 
the-corner inflation, now insists that 
“mild inflation” is at hand. The price 
administrator specifically mentioned 
overalls and work shoes and trousers, 
estimated that prices on these items had 
increased 10 to 15 per cent above Au- 
gust prices. 

The Committee refuses to be rushed 
in dealing with the price control bill 
despite the plans of individual members 
that speed is imperative. 





Look for the Arm-and-Hammer 


ARMSTRUNG BROS. 


Improved 


PIPE 
CUTTERS 


The Drop-Forged and 
“Combination” Pipe Cut- 
ters can be used as a 1 or 
3 wheel cutter. All are im- 
proved cutters, accurately 
made with hardened steel 
pins and rollers. Thrust 
rods of ‘“‘Saunders” type 
cutter are hardened at the 
point and bear on embed- 
ded, hardened steel block. 
On “Barnes Type’ the 
thrust is taken up by 
drop-forged steel sections. 
Parts are interchangeable 
with other standard makes. 
All are Cadmium Plated 


“ARMSTRONG BROS.” 
Knife Blade Cutter Wheels 
cut much faster and eas- 
ier, hold their keen cut- 
ting edge for they are 
made of Vanadium Tool 
Steel, heat treated. hard- 
ened, and Cadmium Plated. 


Write today for Cat- 
alog C-39, showing 
the most complete line 
of Pipe Tools made. 




























ARMSTRONG BROS. TOOL COMPANY 
"'The Tool Holder People"’ 
314 N. Francisco Ave., CHICAGO, U.S.A. 
Eastern Warehouse & Sales 
199 Lafayette St., New York 













vt Big Money! 
X FOR HARDWARE DEALERS 


NOW MORE 
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Sales a 
Profits! 


CHAMPION OF MODERN GLASS SUBSTITUTES 


Seems like everybody's using transparent R-V-LITE 
wherever glass is used in Poultry 
Houses, Storm Doors, Windows, 
etc. 

ALL-PURPOSE UTILITY 
You make many extra sales with 


R.V-LITE because your customers 
find so many more uses for it. 


REPEAT SALES QUALITY 
Guaranteed satisfaction 
brings R-V-LITE customers 
in your store over and over 
again! 
R-V-LITE 5 STAR SALES HELPS 
* All-Purpose Utility Makes More New Sales 
*% Trademarked Quality Brings Repeat business 
*® Handy Display Rack Reduces 
Waste, Speeds Sales 
%*% New Merchandising and Point- 
of-sale Helps 











Admits over 60% Ultra Violet Rays. Weather- 
proof-Shatterproof! Comes in 50 
ft, and 150 ft. rolls, 36 inches 
wide, packed individual carton. 







' DEALERS! WRITE TODAY for 

money-making Service Display 
Proposition and FREE SAMPLE, available through 
your local jobber. 


-ARVEY CORPORATION 
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John Holmes Elected President 
Hardware Golf Association 





(Continued from page 44) 


Leading the entertainment were: 1—Left to right: the Quartette composed of O. B. Bergersen, HARDWARE AGE; Hi Myers, 
Thermoid Rubber Co.; K. C. Warner, HARDWARE AGE, and Phil Embury, Embury Mfg. Co. 2—Bill Fitch, Richards-Wilcox Mfg. Co., 


leading the group singing. 3—Fred Manley, Minnesota Mining & Mfg. Co. 


musical saw. 


At the opening meeting the fol- 
lowing resolution was approved: 


“On the 19th day of August, 1941, 
Richard Alexis Sundvahl passed from 
this life in his fifty-seventh year. 

“Dick was Chicago district manager 
of the Corbin Screw Corp., New 
Britain, Conn., since 1914. In_ his 
business career we know that he held 
the confidence, esteem and genuine af- 
fection of his associates, his business 
friends, and his customers in a most 
outstanding way. 

“We of the Hardware Golf Associa- 
tion recognized Dick Sundvahl as a 
founder and moving spirit of this Asso- 
ciation now in its sixteenth year. He 
labored constantly, tirelessly and un- 
selfishly to promote and maintain the 
unique and pleasant association of this 
large and representative group of hard- 
ware distributors and manufacturers. 

“The keynote of Dick Sundvahl’s 
character was sincerity, dependability, 
unselfishness, constant and_ intelligent 
cooperation with his customers, geni- 
ality and great personal charm. These 
characteristics won for him a host of 
sincere friends who mourn his passing. 

“Now, therefore, be it resolved that 
we, the members of the Hardware Golf 


Association, hereby express our deep 
sense of loss in the passing of Richard 





Alexis Sundvahl. We shall long miss 
his warm friendship and tireless devo- 
tion to this Association. 

“And be it further resolved that we 
extend our deepest sympathy to his 
two daughters in their great loss.” 


John Holmes, Holmes Hdwe. Co.. 
Pueblo, Colo.. was elected president 
of the association; Win Withington, 
American Fork & Hoe Co., Cleve- 
land, Ohio, was elected vice-presi- 
dent, and A. J. Eggleston, Richards- 
Wilcox Mfg. Co., Chicago, IIl., see- 
retary-treasurer. 

Hi Myers, Thermoid Rubber Co.. 
Trenton, N. J., won the golf cham- 
pionship with George Macklin, Eagle 
Lock Co., Terryville, Conn., runner- 
up. Flight winners were: (A) R. O. 
Tuxson, Union Wire Rope Co., Kan- 
sas City, Mo.; (Al) L. S. Pickup. 
Stanley Works, Dallas, Tex.; (B) 
N. R. Andrus, Norton Door Closer 
Co., Chicago, Ill.; (Bl) J. L. Gal- 
braith, Indiana Steel & Wire Co.., 
Muncie, Ind.; (C) Harry Taylor. 
Plymouth Cordage Co.. North Ply- 
mouth, Mass.; (C1) C. Neal Turner, 
Atlas Tack Corp., Chicago, Ill.; (D) 
Mark A. Miller, Yale & Towne Mfg. 
Co.. Stamford, Conn.; (D1) F. J. 


1—Win Withington, American Fork & Hoe Co.; George H. Beaudin, J. Wiss & Sons Co.; 
C. B. Crets, Van Camp Hardware & Iron Co., and Phil Robinson, Gary Screw & Bolt Co. 
2—Walter Leo, Laclede Steel Co.; R. W. Louden, Louden Machinery Co., and S. D. Allen, 
Henry Disston & Sons, Inc. 3—L. E. Gilliard and Wm. McCahill, Fayette R. Plumb, Inc., 
and R. Neal Oysler, Clemson Bros., Inc. 4—C. E. Hanson, Boston Woven Hose & Rubber 


Co, and W. L. Garvin, Cutler Hardware Co. 
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4—George Hopf, Henry Disston & Sons Co., with his 


Daugherty, Richards-Wilcox Mfg. 
Co., Aurora, Ill.; (E) Fred Manley, 
Minnesota Mining & Mfg. Co., St. 
Paul, Minn.; (El) J. J. McHugh, 
Stanley Works, Dallas, Tex. 
Directors elected for the Associa- 
tion to serve three years are: Ward 
Walker, Isaac Walker Hdwe. Co., 
Peoria, Ill.; Herb Megran, Starline, 
Inc., Harvard, Ill.; John Mize, Blish, 
Mize & Silliman Hdwe Co., Atchi- 
son, Kan.; Henry Hoeynck, Shap- 
leigh Hdwe. Co., St. Louis, Mo.; J. 
W. Anderson, Sheffield Steel Co., 
Kansas City, Mo., and Ralph Wil- 
liams, Ray-O-Vac Co., Madison, Wis. 
Hold-over directors for two years 
are: W. M. Baldwin, Rogers & Bald- 
win Hdwe. Co., Springfield, Mo.; 
Owen Newby, Stowe Hdwe. & Sup- 
ply Co., Kansas City, Mo.; Charles 
A. Anderson, Harper & McIntire Co.., 
Ottumwa, Iowa; A. J. Eggleston, 
Richards-Wilcox Mfg. Co., Chicago. 
Ill.; J. W. Patterson, American Steel 
& Wire Co., Cleveland, Ohio, and 
E. P. Altemeier, National Enameling 
& Stamping Co., Milwaukee, Wis. 
Hold-over directors for one year 
are: H. H. Kuehlke. Richards & 
Conover Hdwe. Co., Kansas City, 
Mo.: R. A. Slack, Huey & Philp 
Hdwe. Co., Dallas, Tex.; L. M. Pink- 
ston, Wyeth Hdwe. & Mfg. Co., St. 
Joseph, Mo.; D. V. Williams, Mar- 
shalltown Trowel Co., Marshalltown. 
lowa, and W. D. Kirkpatrick, Ameti- 
can Chain & Cable Co., York, Pa. 
Following the election of the offi- 
cers and the formal business a reso- 
lution was offered and approved pro- 
viding for the appointment of a 
committee by the president for the 
study of a suitable form of perma- 
nent memorial to Dick Sundvahl. 
The committee’s report is to be made 
at the meeting of the board of direc- 
tors to be held in June, 1942. 
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_ Builders’ Hardware 
Assns. Meet in Chicago 
(Continued from page 40) 


causing the home owner to shift for 
himself. He favored the hardware 
man serving this angle of the job by 
placing the tagged keys in their 
proper places when the house is 
completed. 

William WHabbersett, sales man 
ager, Russell & Erwin Mfg. Co., New 
Britain, Conn., discussed the rela- 
tion of the association to the indus- 
try, and vice-versa, urging builders 
hardware men to live up to the asso- 
ciation’s standard and better the 
profession by their work. He said 
that “as hardware consultants we 
must be trained in the knowledge 
that we have specific hardware to go 
with architecture . . . we should try 
to make people see the reasons for 
quality hardware and hardware 
which is suited exactly to a specific 
job and not to consider the price of 
the job alone.” 

At the concluding session, Thurs 
day, Sept. 18, J. R. Raymer, Raymer 
Hardware Co., St. Paul. Minn., dis- 
cussed “The Local Hardware Club” 
its activities and their value. 

M. E. Wyckoff, president Hard- 
ware World, San Francisco, Cal.. 
discussed materials’ shortages on the 
West Coast brought on by the de- 
fense effort. He remarked, “In the 
far west we work under certain dis- 
advantages—we are a long way from 
the middle west and eastern manu- 
facturing centers—our ordinary con- 
sumption of these ‘scarce, hard-to- 
get and unobtainable’ materials does 
not amount to as much in dollars 
and cents or pounds or tons as other 
geographical sections but it does 
amount to more per capita than in 
other sections. Also, it must be re- 
membered that our strategic geo- 
graphical location, temperate climate 
and wide open spaces are resulting 
in more than average expansion of 
all kinds of enterprise and endeavor 
in addition to the huge defense pro- 
jects we are handling. I do not 
think that the West will ask for any 
special dispensation, despite the fact 
we are so far away from the major- 
ity of manufacturing centers. But 
we are firmly convinced that our 
needs are not considered as impor- 
tant as they should be.” 

Mr. Wyckoff pointed out that the 
total building for the three Pacific 
Coast states showed an increase o! 
44.27 per cent, or $75,650,000 for 
the first six months of 1941 over 
1940. He remarked that the defense 


OCTOBER 2, 1941 








BLU-MOL 
DOUBLE-LIFE | 


m4 





proves the 25% Saving 
of this SENSATIONAL BLADE 


Like no other blade ever made, Millers Falls DOUBLE-LIFE offers 
your machine hack-sawing customers clear-cut, immediate savings 
of 25% and more .. . offers you an unparalleled opportunity to 
build new, steady, profitable hack saw sales volume. 

One glance at the blade, the label, and the price tells almost the 
whole story: There are two cutting edges on each DOUBLE-LIFE 
blade—giving twice the usual number of cuts. It’s a Blu-Mol blade 
—so the “usual” number of cuts is large (all Blu-Mol single-edge 
users know this). And it’s priced. only 50% higher—an obvious 
saving of 25% in cash, or 33-1/3% more cuts per dollar. 

Two features don’t show at a glance, but prove themselves on 
the job: Second edge cuts as fast and as freely as first edge, thanks 
to a carefully determined differential in set. And DOUBLE-LIFE 
is shatterproof, virtually unbreakable in normal use, thanks to new 
Millers Falls discoveries in heat-treating technique. 


Proved in hundreds of shops 


Introduced in February, 1941, 
DOUBLE-LIFE is now daily proving 


its remarkable value in shops nation- 


WRITE TODAY 
Your territory 
may still 


wide. Sells itself in one fair test. 


be open. 


OUSUEUPE Aired, Seauy 


57 DEVELOPED * PERFECTED * MANUFACTURED ONLY BY 


MILLERS FALLS COMPANY 


GREENFIELD, MASSACHUSETTS e U.S.A 














SPECIAL WIRE FORMS 





93 YEARS of EXPERIENCE 
LIGHT or HEAVY MATERIALS 
WITH or WITHOUT THREADS 


Special attention will be given to 
made-to-order wire forms for defense 
needs. 


Our engineers will develop new forms to 
sample, blue print, or sketch. 


In this emergency, we ask our “old line’ Hard- 
ware Customers to anticipate requirements as far 
in advance as possible. 


Since 1848 


M. S. BROOKS & SONS 


BOX ''B"’ CHESTER, CONN. 


‘BROGKS HOOKS” 


E-Z CORN POPPERS 


The original rotary Corn 
Voppers. They use less 
heat and do not burn the 










corn, Stove type or 
electric. 
Over A 
MILLION 
Have Been Sold 


Pistoi biue steel, or bril- 
liant nickel finish. Ask 
your Jobber. 


0. $. Keene Machine Co., - Elkhart, Ind. 








10¢ 
Card: 
25¢ 
Boxes 
or Bull 


WOOD JOINERS 


THEY PULL—CLINCH—HOLD 


Tae eutstandiog fastener fer making, repairi 
sereens, gardes furniture, frames, ete. se 


4sk Your Jobber 


SUPERIOR FASTENER CORPORATION 
$224 N. Clark St. Chicago, i! 











Youll find 
REAL 


Sales Representatives 
advertising in the Sales 
Accounts Wanted 
Columns. 
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effort had created a shortage prob- 
lem as definite on the West Coast as 
elsewhere and he expressed the hope 
that blanket prioroty ratings would 
be issued for several areas which 
could justifiably be declared a 
defense housing area. “That would 
mean the assurance of materials for 
every home under $6,000 and for 
every apartment renting for $50.00 
or less.” Thus far, he remarked, all 
materials had been available with 
the exception of nails, which can be 
secured now only by a close follow- 
up of every possible source of supply. 

In San Francisco, Mr. Wyckofi 
pointed out, stocks of builders’ hard- 
ware have been generally sufficient 


to cover construction requirements 
with merely the inconvenience of 
delays. But he predicted a change 
for the worse—and soon. Price rises. 
he said. have not been out of line 
with other advances. 

He warned that the small dealer, 
as a group, makes up considerably 
more than half the normal volume of 
hardware and builders’ hardware 
that every manufacturer enjoys. 
“He’s going to weather the storm 
and the smart manufacturer is going 
to keep him ‘sold’ on his line of 
products when the time comes for us 
to go out into the field and dig—and 
dig deep for business.” 


How’s the Hardware Business? 
(Continued from page 43) 


was approximately 33 1/3 per cent. 
The difficulties of brush makers, from 
shortage of imported bristle stocks and 
other materials, continue to be widely 
reported. A recent advance (effective 
Sept. 8) was reported on _ certain 
brushes, approximately 10 per cent. 
+ Ae ca 

Zinc and aluminum Zinc 
supplies are still much short of re- 
quirements, though somewhat more 
fairly apportioned recently, and limited 
supplies of galvanized non-defense 
goods are being released right along. 
August production of zine exceeded 
slightly the previous record output in 
July, and topped the August, 1940, 
figure by about 32 per cent. Stocks on 
hand at the end of last month, 17,969 
tons, were less than one week’s average 
production, as compared to about a 
one-month backlog at the same time a 
year ago. The National Industrial Con- 
ference Board states that the nation- 
wide collection campaign has to date 
moved 6,700,000 lbs. pf “pots and pans” 
toward defense production. Approxi- 
mately half a pound of scrap was col- 
lected per occupied dwelling, indicat- 
ing a national collection of about 14,- 
000,000 Ibs. This scrap metal should 
yield approximately 10,500,000 pounds 
of aluminum, roughly equivalent to the 
amount used in producing 2,800 fight- 
ing planes. The amount collected, how- 
ever, was only equal to about nine days’ 
volume of production in 1940, or to 
about five days’ production in 1941. 

- A fal 

Steel production — Reflecting 
the activity of steel plants, U. S. blast 
furnace consumption of iron ore in 
August reached a new record of 6,393,- 
215 gross tons, bringing total consump- 
tion for 1941 through Sept. 1 to 48,- 
681,413 gross tons, an unprecedented 
high mark. Winter ore reserves at U. 
S. furnaces have now been built up to 
31.330.782 tons, compared with 27,333.- 


285 tons a month earlier. Steel plant 
operations last week were estimated by 
Tue Iron AGE at 97.5 per cent of ca- 
pacity, up a half point from the previous 
week’s figure of 97 per cent. In Sep- 
tember steel orders taken by various 
producers ran from 30 to 45 per cent 
below the volumes booked in August 
but even at this reduced rate new busi- 
ness has equaled shipments, resulting 
in no reductions in backlogs. An an- 
alysis of incoming business, most of 
which is either directly or indirectly for 
defense, suggests that steel consumers 
requiring material for non-essential uses 
can expect little or no steel, at least 
for a time. The volume of priority 
ratings issued by the OPM for steel 
uses indicates that soon all orders will 
be “rated tonnage.” 


+ ca ” 


Machine tools — Shipments in 
August totaling $64,300,000 were the 
highest on record in the history of the 
industry, it was reported today by the 
National Machine Tool Builders’ Asso- 
ciation. Shipments reported for July 
were $57,900,000 and for June $63,000,- 
000. In August a year ago shipments 
were estimated at $40,800,000. 


* * 


Electric ranges, refrigera- 
tors—Figures based on reports of the 
National Electric Manufacturers Asso- 
ciation indicate that sales of domestic 
electric ranges in July, 1941, totaled 
69,511 units, compared with 31,958 
units during the same month last year. 
Sales for the first seven months of 1941 
totaled 461,114 units, compared with 
278,681 units in the same period last 
year. Household refrigerators totaling 
339,421 units were sold in July, 1941, 
as compared with 248,538 in July, 1940. 
During the first seven months of this 
year 2,791,358 were sold, last year’s 
total for the same period being 2,- 
116,749. 
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“SALES OF 1,632 INDEPENDENT RETAIL HARDWARE 
DEALERS IN THE UNITED STATES 
August, 1941 


Number of Percent Change 
Aug.’41 Ang.’41 








firms 
report- 

States by Regions ing 
Vew England ai 
Maine 12 
Vermont & N.H. 10 
Massachusetts 15 
Rhode Island : 
Connecticut 10 
Viddle Atlantic 195 
New York 25 
New Jersey 9 
Pennsylvania 161 
East North Central 475 
Ohio 137 
Indiana 73 
Illinois 116 
Michigan 7 
Wisconsin 102 
West North Central 248 
Minnesota 27 
lowa 67 
Missouri 51 
North Dakota 9 
South Dakota ° 
Nebraska 46 
Kansas . 45 
South Atlantic 70 
Delaware . 
Maryland < 
Virginia 10 
West Virginia s 
North Carolina = 
South Carolina ll 
Georgia 23 
Florida 17 
East South Central 34 
Kentucky 7 
Tennessee 10 
Alabama 14 
Mississippi “2 
West South Central ** 
Arkansas 18 
Louisiana 2 
Oklahoma 40 
Texas 58 
Vountain 109 
Montana 27 
Idaho 20 
Wyoming 8 
Colorado 33 
New Mexico . 
Arizona . 
Utah “ 
Nevada ws 
Pacific 304 
Washington 45 
Oregon 34 
California 225 
Total 1,632 
Chicage 28 
Los Angeles 35 
Portland 12 
St. Louis ° 
San Francisco 22 
Seattle 11 


+2] 
+17 
+27 
+-52 
+22 
+16 
+24 
+22 
+26 
+23 
+32 
+24 
+29 
+-30 
+19 
+22 
+15 
+1] 
-++48 


+13 
+33 


+25 


+-26 


+36 
+30 


+26 
+32 
+9 
+49 


+37 


+12 
+37 
+19 
+20 
+17 
+21 
+20 


+27 
+35 
+37 
+22 
+25 
+23 
+30 
+54 


+27 
+24 


Dollar Sales 
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vs vs 
Aug.”°40 July’41 Aug. 1941 








Aug. 1940 = July 1941 

$100,166 $82,781 $116,100 
229,285 196,052 224,086 
395,112 311,936 388,222 
70,870 16,552 66,902 
1,286,373 1,056,122 1,288,787 
142,427 123,165 145,902 
78,186 62.919 87,934 
1,065,760 870,038 1,054,951 
2,853,499 2,260,219 3,011,370 
937,893 761,514 1,044,688 
347,018 263,534 356,585 
661,419 533,318 653,028 
385,119 299,468 419,552 
522,050 402,385 537,517 
951,898 803,133 1,000,089 
181,596 149,453 202,453 
294,856 255,850 313,336 
181,713 163,537 185,411 
40,411 97,273 42,485 
108,396 95,703 109,313 
138,116 104,174 140,113 
471,660 378,623 425,071 
95,244 75,801 96,938 
86,941 64,024 71,991 
142,524 109,797 128,907 
82,645 83,403 72,579 
284,615 225,961 274,322 
45,987 34,754 46,797 
125,612 114,869 131,073 
104,127 69,875 87,767 
105.356 76,833 91.873 
155,404 138,437 159,671 
178,587 350,421 455,804 
784,620 658,156 822,042 
256,454 214,325 273,440 
126,621 108,655 145.936 
56,916 47,183 57,948 
143,663 119,295 149,814 
2,096,417 1,656,754 2,006,636 
304,411 225,955 301,676 
397,229 289,794 375,049 
1,394,777 1,141,005 1,329,911 
10,304,239 8,270,387 _—-10,370,890 
102,271 82,932 100,148 
298,426 175,922 212,445 
40,798 26,532 43,622 
114,299 39,687 101,099 
17,050 13.731 17,518 





ZLess than 0.5 per cent. While states marked * and ** are included in total, figures 
for these states are not shown on chart because of insufficient data. Compiled by 
Bureau of the Census, U. S. Dept. of Commerce. 
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Peter Putter is The Man Next Door. That 
means you and you and you...people who 
get a big kick doing their own odd jobs 
‘round the house . . .with such Handyman- 
items as Double X, Savabrush, Schalk’s 
Crack Filler, Waxoff, Schalk’s Wood Putty. 
Peter Putter appears in all our advertising 
this year. Get to know him; he’s a great guy! 
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A popular buy-word 


National 


HARDWARE 














To score of years that these fine 
products of builders’ hardware 
have been offered to the trade have 
been marked by dependability in 
service always. 


It is little wonder that the endorse- 
ments of the many users of National 
Hardware have created the popular 
demand that exists today. Discrim- 
inating builders ask for these prod- 
ucts by their trade 
name and insist 
on the genuine. 


If you do not car- 
ry this hardware, 
you should write today 
for full particulars. 


National Manufacturing 
Company 
STERLING « - - ILLINOIS 
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FEATURE THIS BOOK 


for 
QUICK 
PROFIT 





Apprentices, trainees and workers on 
defense jobs will want this new 
Starrett Book. It’s an up-to-the- 
minute manual of modern shop prac- 
tice. Clearly written, profusely illus- 
trated, well printed and bound in 
sturdy, soil - resisting Terek Cloth. 
Sells for only 75 cents. New Starrett 
Book Folder “A” gives complete 
information. 


THE L. S. STARRETT CO. 
World’s Greatest Toolmakers 
Athol @ Massachusetts eo U.S.A. 








IDEAL prices 
begin at 55.70 


LIST 


F.O.B. 
DETROIT 








elf it’s profits you’re after, let 
Ideal help you with their low prices, 
modern design and quality con- 
struction. Ideal is a fast selling 
line particularly since they have 
featured Fluorescent lighted units. 
Let us send you complete informa- 
tion and prices—write today. 


IDEAL CABINET CORP. 


8841 CENTRAL AVE., DETROIT, MICHIGAN 
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Highlights of Regulation W 
on Installment Selling 


(Continued from page 31) 


That nothing in this regulation shall 
be construed to prevent any Registrant 
from making any renewal or revision, 
or taking any action that it shall deem 
necessary in good faith, (1) with re- 
pect to any obligation of any member 
of the armed forces of the United States 
incurred prior to his induction into such 
service, or (2) for the Registrant’s own 
protection in connection with any obli- 
gation which is in default and is the 
subject of bona fide collection effort by 
the Registrant. 

(b) Additions to Outstanding Credit 
(Effective Nov. 1, 1941). If any Regis- 
trant makes any extension of instalment 
sale credit or instalment loan credit 
and such extension of instalment credit 
is consolidated with any obligation held 
by the Registrant evidencing any prior 
extension of instalment sale credit or 
instalment loan credit to the same 
obligor, neither extension of instalment 
credit complies with the requirements 
ef this regulation unless the terms of 
the consolidated obligation are such as 
would have been necessary to meet the 
requirements of this regulation if the 
two extensions had not been so con- 
solidated; Provided, however, That if 
the Registrant accepts in good faith a 
statement of necessity as provided in 
section 8(d), the combined obligation 
may provide for a schedule of repay- 
ment in conformity with this regula- 
tion as though it were a new extension 
of instalment credit. 

(c) Credi to Retire Obligations Held 
Elsewhere (Effective Nov. 1, 1941). 
Any extension of instalment credit, the 
proceeds of which a Registrant knows 
or has reason to know will be used in 
whole or in part to reduce or retire 
any extension of instalment sale credit 
or instalment loan credit not held by 
such Registrant, shall be subject to the 
requirements of section 8(a) or 8(b), 
including the previsos thereof, to the 
same extent as if the obligation being 
reduced or retired were held by the 
Regi trant. In determining whether the 
proceeds of any extension of instalment 
credit will be so used, if the Registrant 
accents in good faith a written state- 
ment with respect thereto signed by the 
obligor, such statement shall, for the 
purposes of this regulation, be deemed 
to be correct. 

(d) Statement of Necessity to Pre- 
vent Undue Hardship (Effective Nov. 1, 
1941).—The requirements of a state- 
ment of necessity, as provided for in 
sections 8(a), 8(b), and 8(c), will be 
complied with only if the Registrant 
accepts in good faith a written state- 
ment on a form prescribed by the Board 
and signed by the obligor that the con- 
templated renewal, revision, or other 
action is necessary in order to avoid 
undue hardship upon the obligor re- 
sulting from contingencies which were 
unforeseen by the obligor at the time of 
obtaining the original extension of in- 
stalment credit or which were beyond 
the control of the obligor, which state- 
ment also sets forth briefly the principal 
facts and circumstances with respect to 
such contingencies and specifically states 
that the renewal revision, or other action 
is not pursuant to any preconceived 


plan, arrangement, or intention to evade 
or circumvent any requirement of this 
regulation. 

(e) Obligations Outstanding on Sep- 
tember 1, 1941.—The requirements of 
sections 8(a), 8(b), and 8(c), do not 
apply to any renewal or revision of any 
obligation arising out of any extension 
of instalment sale credit or instalment 
loan credit made prior to September 1, 
1941; but when any such outstanding 
obligation has been combined with any 
extension of instalment sale credit or 
instalment loan credit made on or after 
September 1, 1941, or has been the sub- 
ject of any renewal or revision made on 
or after such date, such extension of 
instalment credit shall thereafter be 
treated for the purposes of this regula- 
tion as having been made on or after 
such date. 

(f) Side Loan to Make Down-Pay- 
ment on Listed Article—An extension 
of instalment credit which is limited in 
amount by this regulation to the maxi- 
mum credit value of any listed article, 
does not comply with the requirements 
of this regulation if the Registrant mak- 
ing such extension of instalment credit 
knows or has reason to know that there 
is, or that there is to be, any other ex- 
tension of credit in connection with the 
purchase of the listed article which 
would bring the total amount of credit 
extended in connection with such pur- 
chase beyond the maximum credit value 
of such article as specified in the Sup- 
plement; Provided, That, if the Regis- 
trant accepts in good faith a written 
statement signed by the obligor that 
no such other extension exists or is to 
be made, such statement shall, for the 
purposes of this regulation, be deemed 
to be correct. 

(g) Evasive Side Agreements.—No 
extension of instalment credit com- 
plies with the requirements of this 
regulation if at the time it is made 
there is any agreement, arrangement, or 
understanding by which the obligor is 
to be enabled to make repayment on 
conditions inconsistent with those re- 
quired by this regulation, or which 
would otherwise evade or circumvent, or 
conceal any evasion or circumvention 
of, any requirement of this regulation. 


Section 9. Miscellaneous 
Provisions 


(a) Clerical Errors.—Any failure to 
comply with this regulation resulting 
from a mistake in determining, calcu- 
lating, or recording any price, credit 
value, or extension of credit, or other 
similar matter, shall not be construed 
to be a violation of this regulation if 
the Registrant establishes that such 
failure to comply was the result of 
excusable error and was not occasioned 
by a regular course of dealing. 

(b) Calculating Maximum Maturity 
of Contract.—In calculating the maxi- 
mum maturity of a contract from the 
date on which any listed article was 
purchased or any loan was made, de- 
pending upon which such date is re- 
quired by this regulation to be used for 
such calculation, a Registrant may, at 
his option, use as such date of purchase 
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or loan any date not more than 15 days 
subsequent to the actual date thereof. 

(c) “Lay-away” Plans.—With respect 
to any extension of instalment sale 
credit involving a bona fide “lay-away” 
plan, or other similar plan by which a 
purchaser makes one or more payments 
on an article before receiving delivery 
thereof, the Registrant may, for the pur- 
poses of this regulation, treat the ex- 
tension of instalment sale credit as not 
having been made until the date of the 
delivery of the article to the purchaser. 

(d) Outstanding Contracts.—Except 
as provided in section 8(e) with respect 
to contracts made prior to September 1, 
1941, which have been renewed, revised, 
or consolidated on or after such date, 
nothing in this regulation shall apply 
with respect to any valid contract made 
prior to such date. 

(e) Payments Arising out of Loans 
on Instalment Obligations.—With re- 
spect to any loan on the security of an 
obligation or claim which arises out of 
an extension of instalment credit, the 
prohibitions of this regulation shall be 
deemed to apply only to payments aris- 
ing out of the obligation or claim rather 
than to payments arising out of the loan. 

(f) Determining Security for Instal- 
ment Loan Credit.—In determining 
whether an extension of instalment loan 
credit is secured by any recently ac- 
quired listed article, as described in 
section 5(a), the Registrant acting in 
good faith may disregard any such 
listed article which specifically secures 
some other extension of credit and 
secures the loan in question merely by 
reason of an “overlap agreement,” 
“spreader clause,” or other form of 
general over-all lien. 


(g) Records and Reports. Every 
Registrant shall keep such records and 
make such reports as the Board may 
from time to time require as necessary 
or appropriate for enabling it to perform 
its functions under the Executive Order. 

(h) Production of Records.—Every 
Registrant, as and when required by 
the Board, shall furnish complete in- 
formation relative to any transaction 
within the scope of the Executive 
Order, including the production of any 
books of account, contracts, letters, or 
other papers in connection therewith. 

(i) Transactions Outside United 
States.—Nothing in this regulation shall 
apply with respect to any extension of 
credit made in Alaska, the Panama 
Canal Zone, or any territory or posses- 
sion outside the continental United 
States. 

(j) Right of Registrant to Impose 
Stricter Requirements.—Nothing in this 
regulation shall be construed to modify 
the right of any Registrant to refuse to 
extend credit, or to extend less credit 
than the amount permitted by this regu- 
lation, or to require that repayment be 
made within a shorter period than the 
maximum permitted by this regulation. 


Section 10. Effective Date 
of Regulation 


This regulation shall become effective 
September 1, 1941, except that sections 
4(f) and 5 (c)(1) shall not become 
effective until October 1, 1941, sections 
8(a), 8(b), 8(c), and 8(d) shall not 
become effective until November 1, 
1941, and sections 4(e) and 5(c) (4) 
shall not become effective until Janu- 
ary 1, 1942. 


Tenant’s Business Fixtures 


TENANT is protected in his 

ownership of business fixtures 
which he installs in a rented build- 
ing, if the fixtures are not “perma- 
nently affixed” to the building. 

“Where personal property such as 
business fixtures and equipment.” 
said the Supreme Court of Okla- 
homa recently, “is attached to the 
premises by a tenant for the purpose 
of carrying on his business and not 
to improve the premises, it is gen- 
erally held that such fixtures are to 
be treated as trade fixtures and that 
they are removable by the tenant at 
the expiration of his lease where this 
can be done without any substantial 
injury to the leased premises.” 

As the court infers, if it appears 
that the removal of the fixtures 
would cause substantial damage to 
the building, the law will assume 
that the tenant intended them to be 
permanent improvements to the 
building. They would then belong 
to the owner of the building and the 
tenant could not remove them, no 
matter how much he paid for them 
originally. 
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A business man renting a building 
for business use should make sure 
that the lease contains a provision 
permitting him to remove all fixtures 
he installs, no matter how they are 
“affixed” to the building. 


*“All Riot Along the 
Potomac” 
iy was a serious accident 


in Washington yesterday. Six 
busloads of eastbound co-ordinators 
collided with four buses full of west- 
bound Federal administrators. Six 
trucks carrying defense program 
allocators, priorities fixers, etc., fol- 
lowing the eastbound buses then 
crashed into the wreckage. It is be- 
lieved the defense program will be 
greatly speeded up due to the crash. 


K. L. M. 


Mr. Morgenthau says he fears in- 
flation is already here. That makes 
it unanimous. 

—H. /. Phillips’ column 
in the New York Sun 


PROMPT SHIPMENT 


UNIFORM HIGH QUALITY 
10 LARGE PLANTS 


Principal products include — Alloy 
Steels, Tool Steels, Stainless Steel, Hot 
Rolled Bars, Hoops and Bands, Beams 
and Heavy Structurals, Channels, 
Angles, Tees and Zees, Plates, Sheets, 
Cold Finished Shafting and Screw Stock, 
Strip Steel, Flat Wire, Boiler Tubes 
and Fittings, Mechanical Tubing, 
Rivets, Bolts, Nuts, Washers, etc. Write 
for Stock List. Joseph T. Ryerson & 
Son, Inc., Chicago, Milwaukee, Detroit, 
Cincinnati, Cleveland, Buffalo, Boston, 
St. Louis, Philadelphia, Jersey City. 








most trappers 
want them! 





BLAKE @ LAMB 
Steel Traps 


most jobbers 
stock them! 








THE HAWAINS COAPANY 


FACTLREDS 


AMERICAS ¢ 
$onve Bae is CONNECTICUT 
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Classihied Opportumitien Section... 





Use this tection to reach Hardware Manufacturers, Manufacturers’ 
Agents. Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





|  Chamibied Adwentining Rater | 





Help Wanted, Accounts Wanted 
Business Opportunities 
Sales Representatives Wanted 


Set solid, maximum, 50 words....... $4.00 
All capitals, maximum, 50 words.... 5.00 
Each additional word......... .08 


Positions Wanted 

(Special Rate) set solid, maximum. 
50 words 
Bach additional word..............- .05 
Allow Seren Words for Keyed Address or Your Address 

BOXED DISPLAY RATES 
One inch ..... .. $6.00 
Each additional incr: . 4.00 





DISCOUNTS FOR CONSECUTIVE INSERTIONS 
4 insertions, 5 f; 8 insertions, 10% off. 
Due to the special rate, these discounts do 
not apply on Position Wanted Advertise- 
ments. 
-e-— 
REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency or stamps. 


Sampies of Merchandise, Literature, 
Catalogs, etc., will not be forwarded to 
bex number advertisers unless sccom- 
panied by sufficient postage for remail- 
ine. 

















HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 


—-@e-— 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St.. New York City 














[Positions Wanted —_|||Sales Representatives Wanted || Business Oppertunitien | 








HARDWARE PERSONNEL, OUR FILES 
CONTAIN applications of several hundred experi- 
enced clerks, managers, counter men, bookkeepers 
and stenographers for New York hardware re- 
tailers and wholesalers. No charge to employers. 
Just phone Wisconsin 7-1802 or write to Asso- 
ciated Placement Bureau, 152 West 42nd Street. 
New York City 





ATTENTION MANUFACTURERS! IF} 
YOUR LINE is for jobbers, try my service on | 
commission basis. I cover the Pacific Coast. For 
more details, write to P. O. Station D., Box 
1641, Los Angeles, California. 


MANUFACTURER'S REPRESENTATIVE 
DESIRES A LINE for the hardware trade in 
metropolitan New York and northern New Jersey. 
Have a fine following with jobbers, chains and 
major dealers, excellent record, 18 years’ experi 
ence, references. Address Box E-494, care of 
Harpwarr Ace, 100 E. 42nd St.. N. Y. City. | 


———__—__— | 


YOUNG MAN, 25, CAR, MARRIED, 8 years’ | 
experience retail, wholesale hardware. Selective | 
Service 3-A Now traveling for tri-state jobber. ; 
Desires to become manufacturer’s representative | 
in ore or two southeastern states. Reason for | 
*hange good. Character, references, sepenenan | 
vest. Details by letter. Address Box E-492, care 
of Haroware Ace, 100 E. 42nd St., N. Y. City. 





FORMER SALES EXECUTIVE WITH TOP 
selling ability wishes to sell good product in 
Indiana. Commission basis. Wide following 
among jobbers, department stores, furniture, 
hardware and appliance stores, built up over | 
many years in that locality. A man of education | 
and financial stability. Address Box E-496, care | 
of Harpware Ace, 100 E. 42nd St., N. Y. City. | 





SALESMEN: AMAZING PATENTED LOW. 
PRICED labor-saving tool, fast Sales, big re- 
peats. 10% commission. Jobbers buy quantities: 
exclusive _ territories. Address—-Mfg'r., 6048 
Journal Bldg., Boston, Mass 


TERRITORIES NOW OPEN fo: 
Western Pennsyl 


rHESE 


1942 representation: Ohio, 


vania, Michigan, West Virginia, North Carolina, | 


South Carolina, Georgia, Texas, Louisiana. Cov- 
erage hardware, seed, feed stores. Excellent side 
line proposition for extra earnings. Well 
known line includes: Dog-check, Ant-“X", Rat- 
nots, Mole-nots, Mouse-nots, etc. Retail sizes 10 
and 25¢. Communicate now for full details: 
Nott, 87 Frankfort Street, New York City 











anlies 





Manufacturers’ Representative with 
Wide Experience in Hardware, 
financially able to sed up district selling offices in 
Pittsburgh and Philadelphia and carry warehouse 
stock in either or both places, particularly interested 
in selling heavy hardware, mill supplies and kindred 
lines to jobbers and large retailers; am prepared 

te build a real sales organization. 
Address o- £-495, care of HARDWARE AGE, 
100 E. 42nd Street, New York City 

















RELIABLE CORPORATION WANTS 
SALESMAN SELL hardware, department, fur- 
niture stores, jobbers. Small, light case. Posi- 
tively world’s finest line. Call on only best ac- 
counts. Full time or sideline salesman wanted. 
If you want good profitable line which readily 











repeats, write—-Dustmaster Corp., 5210 Produce 
Exchange Bldg.. Minneapolis. Minn 
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FOR SALE: CLEAN, UP-TO-DATE stock of 
general hardware and house furnishings, tools, 
electric and plumbing supplies, linoleum, paints, 
etc. This is a good going business in the city of 
Cleveland, Ohio. Low rent with lease—inventory 
about $8,000. Fine location, large display win- 
dows. No trades. Owner wants to sell having 
other business requiring full attention. Address 
Box care of Harpware Ace, 100 E. 42nd 
St.. N. Y. City. 


| complete details, size buildings, 
| ete. Address Box 





FOR RENT 


Fine store building—-new front, full cemented 
basement and elevator. City 45,000 Lo- 
cated center business district. Best location 
in city for farm trade. No up-to-date exclu- 
sive hardware in city. Rent reasonable. 


Inquire 
H. J. McMURRAY, 
Council Bluffs, lowa 

















WANTED TO BUY—WILL PAY Cash for 
good hardware store in town 5,000 pop. or over, 
Illinois or Western Indiana, within 100 miles 
of Chicago, wide front, lease building. Give 
annual sales, 
E-476, care of Harpware 
Ace. 100 E. 42nd St., N. Y. City. 


FOR SALE—LARGE QUANTITY BRAND 
NEW 14/20 GTD plug machine screw taps in 
original wood containers. Packed one dozen in 


each box. Subject to prior sale. While they 
last close-out at $1.65 per dozen. F.O.B. New 


York City. Address Joseph Kurzon, Inc., 112 
West 31st Street, New York City 





HARDWARE APPLIANCE & BOTTLE 
GAS BUSINESS FOR SALE. $100,000 a 
year business located in thickly populated area 
within 1% hours Chicago loop. Large stock shelf 
hardware, sporting goods, plumbing, heating and 
electrical goods, appliances and a rapidly ex- 
panding repeat bottle gas business. Nationally 
advertised merchandise featured. Business well 
established.- Will take $20,000 cash to buy. Rea- 
son for selling—other interests. Address Box 
ey — of Harpware Ace, 100 E. 42nd St., 
NN. . ity. 








Help Wanted | 











HELP WANTED— STOCK AND PRICE 
CLERK, wholesale and retail hardware, Phila- 
delphia. Must have experience. Write full par- 
ticulars—age, experience, salary expected. Ad- 
dress Box E-463, care of Harnpware Ace, 100 E. 
42nd St., N. Y. City. 
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Your only source of complete, authentic, 
easy to read information on all phases of 
Builders’ Hardware. a 





USE THE BOOK 
THE EXPERTS USE 


Everything You Need to Know 
About BUILDERS’ HARDWARE 


Tahing the 

Mystery 
Outof 
BUILDERS 
HARDWARE 


HOWARD MacCARTHY, Jr., president says: 
“It gives me great pleasure to advise you that the 
board of directors of the American 
Society of Architectural Hardware 
Consultants have unanimously voted 
to adopt Adon Brownell’s book ‘Tak. 
ing the Mystery Out of Builders’ 
Hardware’ as the official text 
book of the Society.” 


The Official text bookofthe American Soci- 
ety of Architectural Hardware Consultants. 


Insignio 


Society's 








if you are one of the many hardware men who have always 
wanted to know more about Builders’ Hardware—and how to make 
more profit from its sale—but could not, because of the lack of 
information on this subject—“TAKING THE MYSTERY OUT OF 


BUILDERS’ HARDWARE” is the book for you. 


Here are some of the features and 
profitable ideas in this book that will 
mean more dollars for you! 

220 pages—page size 8!/2 x 11!/2 inches— 

cloth bound to withstand hard usage. 





You will get the benefits of the author’s, Adon H. Brownell, life- 
time experience in successfully selling, buying and manufacturing 
Builders’ Hardware. You will be shown how to quickly and easily 
set up a Builders’ Hardware department capable of servicing all the 
needs of your community from the average h to schools, hotel-. 
office buildings, churches, apartments, etc. 





You'll also be shown how to read blue prints, and to specify jobs: 
how to work with property owners, contractors and architects; how 
to use Builders’ Hardware to increase sales in your other depart- 
ments. This book will bring you all you need to know about this 
profitable, basic hardware line. 


The experienced Architectural Hardware Consultant will want this 
book for its use as a handy reference work. The beginner will want 
it as a text book to use as the only complete home study course in 
this subject ever published. 


Your clerks, tvv, should have this new book. They will become 
more valuable to you and more valuabie to themselves by reading 
and studying it. 


BeBe 


maATL 


How to bring prospects into your store. 

Suggestions on making bids that will meon 
more sales and profits to you. 

How to cash in on the sale of replacements 
and “follow-up” items. 

A wealth of specific information on equip- 
ping public buildings. 

Nine comparative charts which show you how 
to match different items. 

A working Blue Print, size 25 x 11'/2 inches, 
Glossary of more than 300 Technical Build- 
ers' Hardware Terms. Cross Reference In 
dex, etc. 

Over 600 Illustrations, Charts and Diagrams 











COUPON 


ORDER YOUR COPY NOW 


Prepare yourself for the vpportunities a 
thorough knowledge of Bufiders’ Hardware 
offers you to increase your earning power. 


GOOD BUILDERS’ HARDWARE MEN ARE SCARCE. 


TODAY 











’ ' 
| HARDWARE AGE 10-2} 
: 100 East 42nd St.. New York. N. Y. ; 
‘ ’ 
; Please send me copies of “TAKING THE MYSTERY OUT OF BUILDERS’ HARDWARE” by Adon H. : 
: Brownell. I will pay the postman $3 each, plus a few cents postage. (Canada and Foreign Countries $3.50.) ; 
t ry 
r 
1 NAME. FIRM 
' a 
0 ee. ae CITY STATE : 
' 
: 1 Check here if you enciose puyment, in which case we pay postage. : 
ee ee Te eT NT RT Ne ER IN SE ET 
OCTOBER 2, 1941 75 








» NO BLACKOUTS! 


- WHEN YOU SELL 


COLORTOPS 


THEY'RE SAFE 
DEPENDABLE and 
EASY TO SELL 

New 7 color display 
box (FREE with every 
50 fuses) and New 5 


unit carton mean 
‘PLUS” Profits for 











Ask your 

NO METAL Jobber for 
NO SHOCKS COLORTOPS 
WRITE FOR 


oe G LASS 


BULLETIN 
TS 





WET... DRY 
Pre-Waterproofed and Pre-Lubricated 


by Exclusive Methods 


Makes Columbian Rope 
more flexible 


C0 LUMBIAN ssc: ROPE 


Auburn, N.Y 



































RANGES RANGES 
FLORENCE 


GARDNER, MASS. 





NEW YORK, CHICAGO, BOSTON, ATLANTA, DALLAS AND SAN FRANCISCO 
























Look for the 
RED, WHITE 
AND BLUE 
MARKER 
when you buy 
rope — your 
customers do 





Jas) 


ol RA 
EATERS BURNERS 
STOVE CO. 


KANKAKEE, ILL. 











Genui"® POMES of SI LENCE 


SLIDE SHENTLY =~ ous SOFTLY - SMOOTHLY 


SAVE FURNITURE 
\ & FLOORS- CREATE QUIET 


Ask your Jobber lf he is no pp 


DOMES of SILENCE, Inc., 35 Pes 








|Qudex So Rdwentinena 





A 


American Chain & Cable Co., 


Inc. 
American Chain Div. . 
Apex Oil Prods. Co. . 
Arcade Mfg. Co. 
Armstrong Bros. Tool Co. 
Arvey Corp. 
Asbestos Textile Co. 
Atkins & Co., E. C. 


Autoyre Co. 


Bassick Co., The 

Berea Abrasives 

Brooks & Sons, M. S. 
Builders’ Hdwe. Textbook 


California Ware 

Champion Hdwe. Co. 
Cheney Hammer Corp., Henry 
Clayton & Lambert Mfg. Co. 
Columbian Rope Co. 
Columbian Vise & Mfg. Co. 


Continental Steel Corp. 


1?) 


Domes of Silence, Inc. 


Embury Mfg. Co. 


F 


Fawcett Publications 42, 


Florefice Stove Co. 


Franklin Glue Co. 


H 


Howkins Co., The 
Heller & Co., W. C. 


Holt Sales Co. 


Ideal Cabinet Corp. 


Independent Lock Co. 


K 


Keene Machine Co., O. S. 


L 


Lamson & Sessions Co., The 


| Landers Frary & Clark . 


M 
| Magor Car Corp. << 
* Master Lock Co. 60 
Mid-States Steel & Wire Co. 5| 
- Miller, Inc., Robert E. 76 
| Millers Falls Co. “9 
‘ | Moore Push-Pin Co. 77 
. Myers & Bros. Co., The F. E. 4 
77 
77 N 
| National Mfg. Co. 71 
| Ney Mfg. Co. 77 
62 
63 
P 
70 
5 Parker-McCrory Mfg. Co. BI.) 
Pittsburgh Plate Glass Co. 39 
Plastic & Die Cast Prods. Corp. 49 
49 
55 R 


$ | Ray-O-Vac Co. ' 


” Remington Arms Co., Inc. 33 
1 Ryerson & Son, Inc., Joseph T. 73 
77 
77 
s 
Schalk Chemical Co. 71 
- Shapleigh Hardware Co. 80 
Stanley Works, The 5 
Starrett Co., L. S$ 72 
Superior Fastener Corp. 70 
ae Swartzbaugh Mfg. Co., The él 
T 
59 
. EH. 77 
% Tate Co., 
- Trico Fuse Mfg. Co. 76 
‘ 
U 
73 | Union Hardware Co. 50 
55 | U. S. Plywood Co. 53 
78 
v 
| Vaughan & Bushnell Mfg. Co 65 
72 | 
13 | 
Ww 
Whitney Carriage Co., F. A. 58 
h ; 2 
70 Wooster Brush Co 
Wright Steel & Wire Co., G. F. 54 
7 Y 
8| Yale & Towne Mfg. Co., The 3 
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Buy C &L Torches 


soldering, freeing “frozen” parts) men 
who know torches prefer C & L. 


No. 800 (left) has patented advan- 
tages that permit maximum use at mod- 
erate cost. This inexpensive "Experi- 
ence-Proven" torch brings steady sales 
from home and farm mechanics. See 
your jobber salesman. 


CLAYTON & LAMBERT 
MFG. CO., Detroit, Mich. 





A MODERN LINE 
OF STEEL PRODUCTS 


The Continental line of fence and 
fence accessories, steel roofing 
and siding and other steel prod- 
ucts is modern in design and mod- 
ern in value. It is backed by 
consistent consumer advertising 
and constructive dealer coopera- 
tion. 


Continental Steel Corp. 
Kokomo, Indiana 


CONTINENTAL 


STEEL CORPORATION 
















TIWENT TAL 


conn BR 
SUPERIO 


- 


ee ie a 


= 


/ il 


—— 
> 


ei 


~ 


La) 


” 


isi 


_—+ 
7 
P) 
= 
aa 


=o | = 


$680 


~ 
‘ 


hs 
| 
v 
il 


eS 


A \i 


[ 8 g 


MOORE PUSH- PIN COMPANY ‘ 


13.25 BERKLEY STREET, PHILADELPHIA, PENNA 








E. C. ATKINS AND COMPANY, 410 S. Illinois St. 


"Odd Job” Customers 


For home and farm use (thawing, 





, Indianapolis, Indiana 











GENUINE AJE' 


= ogee 
oLamdard 


PRODUCTS 





Seer hors 
BARN EQUIPMENT 


Cattle Stalls, Stanchions, Pens, Water 
Bowls, Milking Stools, Feed Carriers, 
Feed Trucks, Litter Carriers, Cork Brick, 
Steel Columns, Ventilation, etc., etc. 










Established 1879 


atso HAYING TOOLS AND 
HARDWARE SPECIALTIES 


*‘Guaranteed to satisfy the user” 


THE NEY MFG. CO., CANTON, O 























BRANCH HOUSE - COUNCIL BLUFFS, IA 


Picture Hangers 
and 


Cord Display 


Grat ALES 


This attention compelling 
display stand sells TATE 
Picture Hangers and Pic- 
ture Cord as soon as 


shown. We also have i 
similar display of Wire 
Assortments — galvd. and 
copper. Send for Cir- 


culars and Prices. 


E.H. TATE CO., Boston, Mass. 
Sales Offices also in: 
Chicago New York Los Angel 























COLUMBIAN 
The VISE with — Features 


PU MOWABLE KARO NTO 
‘STEKA saw FACES, 


CO MOLLED 
AMO 


Columbian Vises 
well 
SELL, 


more sales of hand 


displayed 


and mean 


Sold only through Jobbers 
THE WORLD’S LARGEST 
MAKERS OF VISES 


THE COLUMBIAN VISE & MFG. CO. 








9015 Bessemer Are. Cleveland, Ohio 








ASK YOUR SUPPLIER ABOUT 


| T 1 | 4 7 BATHROOM & KITCHEN FIXTURES 


DESIGNED FOR Tl 


OAKVILLE, 





OCTOBER 2, 1941 


CONNECTICUT 


WRITE FOR CATALOG INSERTS 
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éFIO LE F—=-~—Ss whirlwind 


—FASTEST CUTTING, CLEANEST OPERATING 
FLOOR SANDING MACHINE MADE! 


—and that makes it the most profitable sander for you! Many Holt Whirl- 
wind owners have paid for this machine out of rental profits and increased 
sales of varnish, waxes, stains, fillers, sandpaper, etc. Let us show you how 
easy it is to put the HOLT Whirlwind to work for you. The Holt uncondi- 
tional LIFETIME GUARANTEE gives you 100%, profit protection. 


WRITE TODAY FOR DESCRIPTIVE FOLDERS 


. nove . 7 a ; 

tae HOLT SALES CO., 228 JELLIFF AVE., NEWARK, N. J. 
‘ Floor Machine Pioneers; manufacturers of edging, polishing, and nailing machines 

Our popular Standard Control Streamline Whirlwind 8 pp anew OFFICE & FACTORY: Holt Manufacturing Company, 255 12th Street, Oakland, California 


Dustiess, silent, portable, chatterless 
Highly polished aluminum and chrome finish 














POWER TOOLS (=a Teme a 


At Compelling Prices | é ANKL Genuine HIDE GLUE 


If you are not selling these high 
quality power tools at popular 








2—in Liquid Form—Ready 





prices, you’re missing a real profit- +: 1) 

making opportunity. a For Instant Use / 

Arcade Tools are nationally adver- Sie . 

tised . . . scientifically designed 

for accurate workmanship and be: glue that has completely 

ae Ee : and priced to give revolutionized wood gluing 

pe aoe methods in many of America's finest furniture 
1e ools illustrates 1ere represent 

only a small portion of the ‘Arends ee, factories! 

which includes Bench Tools, Model 


. . « the fine-quality adhesive for all wood gluing that makes 
solid, binding joints — stronger than the wood itself — and 
which requires no mixing, no heating! 


Makers and Accessories. 


ARCADE MFG. CO. . the glue that has won the highest praise of Manual 


1201 Shawnee St., Freeport, Ill. Training Instructors in hundreds of America's schools! 


Ord tf 
a an ye ae . . the glue that home craftsmen, model builders, repair 


shops and farmers have hoped for—yes, almost prayed 


SEND for — 

for Now available to dealers —now nationally advertised 
—now packed in sales-making counter displays! On 

ERE Pr top of that, an Introductory Offer that will make your 


Cash Register sing! 
Write today — for free sample — full information. 


The Franklin Glue Company, Dept. D, Columbus, Ohio 


FRANKLIN 


9 CATALOG 


ARCADE 













Liquid HIDE GLUE | 


*xWE HELP YOU SELL BY Tes 


We address and mail your sales promotion material to Hardware Jobbers and Hardware Retailers, 
whose names and addresses are right up to the minute in correctness. 

Consequently we lay the foundation for a successful Direct Mail Sales Promotion Campaign for you. 

Also we save you considerable sums for postage and promotion material by eliminating dead names. 
incorrect addresses and duplications. 

Likewise, your campaigns are assured 100% effectiveness by reaching verified hardware jobbers and 

hardware retailers—not a collection of unverified miscellaneous names. 


HARDWARE & TOOLS 



















Write for details 
HARDWARE AGE DIRECT MAIL ADDRESSING DEPT., 100 East 42nd Street, New York, N. Y. 


< 
* CATALOGS - BROADSIDES - CIRCULARS - LETTERS * 
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MAGOR SHOVELS 
@@ HELP BUILD THEM ALL; "Re, 


* 


ai er a “ie 
cm ms é a seh ie 
a Tia o ak : a "9 Sige ey 
; ad $ ' : 
¢ ‘ 4 a ; 


of 





of 
The quality that makes Magor — 
Shovels satisfactory for large 







Army, Navy and Industrial op- 






erations, makes them sell so 
well in the hardware trade. 











Y AND MAKE MORE 
FRIENDS EVERY DAY 


THEY BUILD PROFITS © 
FOR HARDWARE MEN 


Everyone recognizes the fine workman- 
ship born of forty years’ experience in 
building quality metal products. And 
men who know steel appreciate the bene- 


ANKS, airplanes, battleships, guns 
—the factories to produce them use 
lots of shovels. Our Government and 
Defense Industries are Magor customers 


—using more and more of these Magor products. fits resulting from scientific and modern heat treat- 
Hardware men throughout the country have ment and the special analysis steel that MAGOR’S 
learned it pays to stock and sell Magor shovels, own specifications demand. 


scoops, spades and scrapers. Dealers respect and 
appreciate the service and the sales policy under M AGOR CAR CORPORATION 
which these products are sold. Their customers SHOVEL DIVISION 


prefer the better quality and fair retail prices. 50 CHURCH STREET, NEW YORK, N. Y. 





























A PROMISE... = 


.ee IN THE RECORD OF THE PAST } 


nteet : e 


— 


HE story of the House of Shapleigh 


is one of pioneering development, 
progress and leadership, a story that 
unfolds around two historical figures who 
had the vision which 


search for betterment.... 


E. C. Simmons. 


impels unceasing 


A. F. Shapleigh and 


SHAPLEIGH HARDWARE 


Shapleigh National Series No. 2361 


The Shapleigh Hardware Company of 1941 
earnestly strives to maintain the business 


established by 


for in the record of the past is 


philosophies and ideals 
these men... 
a promise for the years that lie ahead. 
years with 


The company faces those 


confidence. 


CoMPANY, ST. Louis 








